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ABSTRACT 


This thesis deals with the effects an experi- 
mental audio-video in-house sales training program had 
on real estate sales personnel. In an initial attempt 
to gain some background on this question, an empirical 
study was carried out on a pilot test basis in which 
twenty-five real estate salesagents participated. Audio- 
video equipment was chosen for the study as a result of 
conversations with real estate sales managers from several 
firms. This method of training was used because it was 
easy to use and easily understood by salesagents. An 
intensive training course was presented to the salesagents 
over a five-week period. The changes in the salesagents 
responses to questionnaires waS measured by the use 
variables. The variables used in measuring the changes were 
the residual of many initially discussed with real estate 
sales managers. There were two one-hour sessions a week 
for five weeks resulting in ten training periods. The 
study analysed sales performance in terms of two major 
concepts: the number of listings obtained; and the number 
of sales made. Results suggest that salesagents feel that 
the present methods of training are not sufficient. In 
fact, many agents expressed the view that sales training 


courses should be available on a continuous and regular 
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basis. Statistical analysis further suggests that such 
training would do much to improve the sales performance 

as well as the image of the professional realtor. Accord- 
ingly, it is concluded that if more training of a similar 
type were available to individual agents, such training 
could be expected to have a positive effect on their 
performance. Many interesting relationships were found in 
the course of the study. For example, the amount of 
training received by an agent showed a strong relationship 
to sales performance as measured in this study. The 
results in general strongly suggest that real estate 
companies and the industry as a whole would benefit 
greatly by implementing audio-video in-house training 


programs on a continuous and systematic basis. 
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CHAPTER. 
INTRODUCTION 


LpcLcduelLron 

Many of the larger firms in many industries 
in the modern business environment have developed 
sophisticated techniques for the training of their person- 
mei In some industries training is extremely speci- 
alized by function, and in other industries training is 
of a more general nature. Training techniques in business 
take many forms. These techniques may include seminars, 
films, audio presentations or combinations of any or all 
of these. The content of such programs may include 
information on product knowledge, motivation, sales 
training, and/or interpersonal communications. 

The general purpose of training in industry is 
to improve some input component or operational aspect 
of the business in order to achieve a higher level of 
efficiency or profitability. Implicit sineany di: scus— 
sion concerning training is the knowledge that it is the 
human element which is expected to change as a result of 
these programs. Personnel are expected to adapt the 
skills presented during training sessions to their work, 


thereby improving their efficiency. 
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The high management expectations for training 
programs can be demonstrated by the wide spread use of 
sales training courses as a basic part of the introductory 
processing of sales personnel.°* Sales training is visu- 
alized as an integral part of the learning process and is 
expected to generate successful results in palese 

The use of training programs in industry is now 
commonplace. Many major industries such as the data 
processing industry and the steel industry have developed 
comprehensive training programs for use by sales and 
managerial oesne Some of these packages are offered 
in multi-company groups but more often they are presented 
in smaller single firm arouse. Given the widespread 
use of these programs, it is perhaps somewhat surprising 
to note that such an important and dynamic industry as 
real estate has spent little effort in researching and 
developing comprehensive training programs. Many of the 
programs which do exist are often experimental in form 
and limited in scope.” 

For an industry which is involved with the 
growth of all communities in Canada, effects all levels 
of government and is involved with consumers making a 
major life style commitment, very little has been done 
to research and improve its training er ods Accord- 
ingly, a great need exists to begin a series of empirical 


tests to evaluate the effect of various training programs 
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on firms comprising the real estate industry. 


Background 

The real estate industry has traditionally been 
confronted with a large number of personnel lacking any 
standard and comprehensive training areaietie’ Of the 
thousands of men and women attracted to this industry, 
most, by the industry's own admission, lack the desired 
degree of professional Epa To date, most firms 
in the industry have not provided sales agents with an 
opportunity to benefit from a well organized and coor- 
dinated program of training. Indeed, studies in the past 
have not attempted to assess the importance of sales 
training to firms and employees of this industry because 
of the lack of sales training programs. Accordingly, 
the quality of service provided to the ultimate consumer 
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varies considerably. 
which has in part at least caused the development of 
negative attitudes toward real estate sales personnel 

and the industry as a Thole While it is true that 

all provinces in Canada have adopted a regulatory real 
estate licensing system, it is not true to extrapolate 
from this that these licensing systems are producing well 
informed professional sales personnel. A large per- 
centage of any given firm's sales staff still enter the 
industry with only the licensing examinations as an 


ey 
introduction. This is particularly true with respect to 
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the smaller independent real estate companies who lack 
the resources to provide a comprehensive training course 
for their sales staff. Further, the industry has had a 
history of having portions of the sales force involved 
in part-time alls These people are not able to 
develop or maintain any high degree of competence since 
they are frequently unavilable for any training which 
might be provided. As previously stated, these and 
other problems have caused the public to frequently 
question the level of professionalism and competence of 
sales personnel in the real estate industry. It is 
essentially this lack of any consistent degree of pro- 
fessional training within the real estate industry which 
has provided the focus for this study. 

A study completed by Richard J. Long in maga 
measured some variables affecting the sales performance 
of real estate organizations. Long categorized these 
variables into nine exploratory statements:+ 


Exploratory Statement 1: 


Organization structure has a significant impact on 
an organization's sales performance. Some of the 
relevant dimensions of organization structure are 
number of sales offices, number and type of super- 
visors, specialization and number of salesmen, and 
the territorial policy of the firm. 


Exploratory Statement 2: 


There are certain characteristics of the sales 

office that affect sales performance. The charac- 
teristics to be examined include location, length 

of time at that location and proximity to competitors. 
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Exploratory Statement 3: 


Working conditions have a significant effect upon 
Sales performance. Variables relevant to working 
conditions that will be studied include type of 
office provided for the salesmen and general 
working conditions. 


Exploratory Statement 4: 


The amount of sales support provided by an organ- 
ization has a significant effect on sales perform- 
ance. Relevant variables to be examined are 
advertising, supervisory and secretarial assistance, 
use of sales aids, and frequency of sales meetings. 


Exploratory Statement 5: 


The type of compensation policy applying to sales- 
men and sales supervisors affects sales performance. 
Relevant variables include commission rates, bonus 
schemes and use of contest and prizes. 


Exploratory Statement 6: 


Thestraining polacyeot che Organization isigniti— 
cantly affects sales performance. Extent of formal 
courses available and on-the-job training procedures 
are among the relevant variables here. 


Exploratory Statement 7: 


The nature and extent of evaluation and control 
procedures affect sales performance. Relevant vari- 
ables include use of formal reports, use of quotas 
and goal systems and personnel evaluation procedures. 


Exploratory Statement 8: 


Personal characteristics of the sales staff affect 
sales performance. Relevant personal character- 
istics include age, sex, education, marital status, 
and sales experience. 


Exploratory Statement 9: 


Work habits of the sales staff affect sales perform- 
ance. Relevant variables include number of hours 
worked, time allocation, amount of planning and 
selling techniques. 


While the emphasis in Long's work was on the 


Organization, three of the exploratory statements were 


soar bes teks Lea oot eis he #5" 
SPAT ic te oop Be .. 
~2ah iGqga od joe 4 aati? 
Pace tgs: i | Bh goose | oe vent 3 
acing .,2oahs node ines ‘eiulind soidetxat ot 
vewaioy.beb Jeagnos 30 shy foe x 


Be Jaiovoe 2, apenas 


—Plapiea neidestacvas oes tor Bie ata ett 
iagnek. FO Fngdee eo oewtclpsay4 7 tare 


eoxmhasnyg BEsGhAs> -Uetqshs pgs buts 
Saar Bois 15. ere aut eueles 


St es adc: BIaN 


a =i ee 4 
ae Pere | caiesares! gah tine 


aa anaiie ana sf ean 


% ie ce att 76 aoa? ,noivesinagro 


applicable to this study where the emphasis has been 
placed on the salesagent. Statements 6, 8 and 9 affect 
the performance of the individuals as well as the perform- 
ance of the firm. Training Policy, Personal Character- 
istics and Work Habits are daohers ahesy can be affected 
by an in-house training program. The positive or nega- 
tive changes which might occur in these factors would 
provide much useful information regarding training pro- 
grams. Thus, the work by Long provided much valuable 
data for this study and as a background document it pro- 
vided an adequate bridge from the case of the organiza- 
tion to the case of the individual. Only the variables 
which might be affected by an in-house training program 
have been incorporated into this study. The other 
variables which are affected by the organization have 


been left for others towstudy. 


PUuLpOse OL thesstudy 


The purpose of this study was to determine if 
there were any positive benefits which might accrue to 
real estate salesagents as a result of providing them 
with an intensive audio-video in-house training program. 
The real estate salesagents involved would be tested to 
determine if their activities and performance could be 
substantially effected as a result of the experimental 
training program. This proposition was both important 


and testable. By providing a program of audio-video in- 
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house sales training to a selected group of real estate 
salesagents which includes information on their products, 
communicative abilities and the various means of organ- 
izing their time more effectively, these salesagents 
should be able to perform more efficiently and provide 
an improved level of service to their clients. 

There were at least two ways to measure the 
effectiveness of a sales training program. The pragmatic 
approach would have been to measure the changes in remu- 
neration and unit sales over an extended time period. 
Another approach would have been to measure the changes 
in the attitudes of the salesagents toward their firm, 
industry and themselves. It has been shown in the litera- 
ture that positive changes in attitudes eventually mani- 
fest themselves in positive changes in sales and remunera- 


rd In this study the emphasis was placed upon the 


tion. 
latter approach to evaluating sales training. The major 
reasons for this approach were the availability of 
information and the resources available at the time of 
the study. 

With the development of audio-video playback 
equipment and the convenience offered by such systems, 
firms in many industries have developed practical in- 
house sales training programs. Typically, these programs 
require standard amounts of time for a number of sessions 


depending on the structure and content of the courses. 


It was the purpose of this research to attempt to 
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evaluate this type of system for the real estate industry. 
More specifically, this research attempted to evaluate 
an audio-video in-house sales training program on a 
selected group of real estate salesagents over a five week 
period of time. It was anticipated that this training 
program would have a positive affect on the individual 
salesagents sales performance. 

The use of audio-video methods was only one of 


20 It 


several ways to present a sales training program. 
was however, an extremely convenient and effective method 
of presenting information to a group. This method had 

the added advantage of allowing the researcher the 
Opportunity to preview all the material and select only 
that information which would be most useful to the course. 
Further, this method allowed for consistency of presenta- 
tion and helped to keep the focus of the audience on 

the subject matter. For these reasons an audio-video in- 
house sales training program was chosen for study in this 


weeearchace 


Statement of the Problem 

As previously noted, the objectives of this 
research were to measure the effectiveness of audio-video 
in-house sales training programs on real estate sales- 
agents. The problem encountered in research of this 
nature was to find relevant instruments and scales for 


the measurement of data. In this case, the problem was 
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to establish a means of measuring changes in an individ- 
ual's behaviour or attitudes over time as a result of the 
stimulus provided by the audio-video training package. 

In order to more easily conceputalize the prob- 
lem, it was rephrased into research questions. These 
research questions indicated more clearly the kind of 
questions which were examined in this study. The 


principle research question was: 


Can an audio-video in-house sales training program 


influence the sales performance of real estate 
salesagents? 


The problem of meaSuring sales performance was 
partly definitional. A basic premise of this study was 
that sales performance can be measured in the real estate 
industry by the number of listings obtained and the 
number of sales made. This premise was developed as a 
result of conversations with the managers of several 
Edmonton real estate companies and numerous salesagents. 
While the percentages of each factor noted above changed 
from firm to firm, these two components were what ulti- 
mately described sales performance in the real estate 
industry. Therefore, the research question was restated 
in two parts: 

1. Can an audio-video in-house sales training 


program influence the number of sales made by 
real estate salesagents? 


2. Can an audio-video in-house sales training 


program influence the number of listings 
obtained by real estate salesagents? 
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The Conceptual Hypothesis 
The conceptual null hypothesis of this study 


could have been stated in one of two general forms. The 
form most widely used in statistical analysis is to set 
the null hypothesis to zero or to express that no change 
will occur as a result of administering a Peinaiis ton 
While this format may be more mathematically convenient, 
due to the nature of the research it was not used in this 
study. The conceptual hypothesis was intended to provide 
a clear overview of the structure of the research and 
should not be confused with the operational hypothesis 
which is presented in the next Chapter. 

In the aggregate, this research tested a number 
of variables to determine their effect on real estate 
salesagents. Since it was generally simpler to describe 
this research in positive statements, the following con- 
ceptual hypothesis was developed: 

Ho: The administering of an audio-video in-house 
sales training program will have a positive 
affect on real estate salesagents. 

This conceptual statement of the hypothesis 
provided a description of the research outside of the 
constraints of statistical analysis. It was designed 
only as a description of the framework and was not 
tested. Rather, a more mathematically workable 


hypothesis will be stated in Chapter 2. 
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Assumptions and Definitions 


In all research there are some assumptions and 
definitions which are integral to the study. [In this 
analysis there was at least one major definition and one 
major assumption. 

The major definition which was developed for 
this research stems from a need to measure "Sales per- 
formance." As stated earlier, sales performance was 
defined in the real estate industry as the number of 
sales made and the number of listings obtained in a given 
time period. Each individual salesagent was dependent 
upon these two factors for his remuneration. However, 
sales performance was in no way intended to be equivalent 
to total job performance. Since this research was micro 
in scope, the question of how total job performance is 
affected by training programs must be left for other 
investigators. Sales performance was chosen as an 
indicator for the effects of an audio-video in-house 
sales training program because of its immediacy to sales- 
agents (i.e. in remuneration) and its convenience for 
measurement. 

The major assumption was associated with the 
above definition. It was assumed here that: ceteris 
paribus, the salesagent who sells more homes and obtains 
more listings will have a better sales performance than 
the salesagent who sells fewer homes and obtains fewer 


listings. This assumption is necessary to avoid 
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criticism regarding the size and types of sales or list- 
ings. In conversations with several real estate managers, 
this assumption was found to be a relatively accurate 
description of actual sales performance. 

A further assumption was made concerning the 
input stimulus (training program). It was assumed that 
this program provided information on the various proposi- 
tions being tested. That is, when the stimulus is 
intended to affect one proposition, it does in fact accom- 
plish that result. Without this assumption, changes 
which might occur might not be the result of the stimulus 
and would have had to be discarded from the study as 
irrelevant. 

A more general assumption must be made concern- 
ing the selection of the propositions as outlined in 
Chapter 2. They were assumed to be important aspects 
in the measurement of sales performance. They represent 
the residual of ten factors initially discussed with 
salesagents and real estate ae o 

These statements represent the major assumptions 
and definitions made in this research. Any procedural 


assumptions and definitions were noted where appropriate. 


Scope and Limitations 


The scope of this research is narrow. It 
focuses on the real estate salesagent and the effects 


of audio-video in-house sales training upon him. The 
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results of the research will provide an indication of the 
effects of sales training on real estate salesagents. 

The study was limited for several reasons. The financial 
constraints of assembling and setting-up an audio-video 
in-house training program were substantial, and the 
physical properties of the equipment precluded easy trans- 
portation for further study. The sample used in this 
study was limited by the facilities available and was 
therefore quite small. 

One major limitation in the study was regarding 
the compensation of salesagents. Compensation would 
normally be expected to have an effect on a salesagents 
performance. However, compensation was not studied in 
this research since it was considered to be uncontrol- 
able. That is, compensation is controlled by the firm 
and not by the salesagent. Though it was not analysed, 
the compensation of salesagents imposes a constraint on 
this research by discounting remuneration as a means of 
measuring sales performance. Instead, sales performance 
was measured by two proxy variables as outlined in 
Chapter 6. 

The findings of the study were based on changes 
in the participants responses to questions. Basically 
these changes were qualitative in nature, being a 
reflection of attitudes. More will be said about this 
type of analysis in the section outling the operation 


hypothesis. 
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The greatest limitations of this study were 
imposed externally. Financial resources were limited, 
and the time available for the study of this problem was 
also limited. The sample studied in the research was 
restricted by the size of facilities, the type of video 
equipment and by the fact that participation was volun- 
tary. The more operational constraints are noted in the 


appropriate sections throughout the paper. 


Outline of the Paper 

The research is presented in a sequence which 
follows a logical progression and allows a meaningful 
analysis of the problem. 

Chapter 2 provides a description of the mechani- 
cal procedures used in the study. It outlines the 
specific hypothesis and how inferences will be made 
about them. Research instruments are described in terms 
of formulation and scaling techniques. The sample size 
is deliniated and the procedures used in collecting and 
evaluating the data are provided. 

Chapter 3 contains a summary of the answers to 
the salesagents general questionnaire dealing with 
property listings. Frequency distributions of responses 
are provided and the relationships between basic para- 
meters and variables are discussed. The information is 
presented in such a way as to make clear the affects of 


the training provided. 
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Chapter 4 is similar to Chapter 3 except the 
descriptive data concerns sales. 

Chapter 5 contains an evaluation of the vari- 
ables within each of the five basic propositions. These 
relationships show how well the variables describe each 
proposition. As well, this chapter provides an analysis 
of the results of relationships which exist between any 
of the variables in the study. 

Chapter 6 contains an analysis of how the 
propositions relate to sales and listing performance. 
Each of the variables in each proposition was correlated 
with a listing and a sales performance indicator to 
determine the extent of the relationship. 

Chapter 7 evaluates the Salesagents Film 
Questionnaire. This section shows the attitudes of the 
salesagents as they change (or do not change) over time. 
Further, the analysis shows how strongly the sales person- 
nel felt about the effectiveness of its value to the 
industry. 

Chapter 8 outlines the results of a paired 
respondent analysis. The effects of the training were 
evaluated using a review of the same questionnaire at 
two separate time points. These relationships were then 
evaluated using the Wilcoonas statistic. 

Chapter 9 provides a brief summary and overview 


of the research and significant points are outlined. 
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A review will be made of the hypotheses and the results 
in this section to discover the effectiveness of the 
research. The conclusion of this research also briefly 


outlines directions for further study. 


CHAPTER 2 
DATA COLLECTION AND EVALUATION 


Pntroduction 

The initial procedure followed in this research 
was to hold informal discussions with several real 
estate salesagents, managers and sales Fie Ahk ee The 
results of these conversations were incorporated through- 
Cuce this = study. Some of the most important findings 
resulting from these conversations concern the termi- 
nology used, and the units studied in this research. 

For example, the term "Salesagent," which was used 
throughout, was a result of these conversations. Sales- 
agents described themselves as agents for a company but 
working for themselves. "Salesagent" was the most accu- 
rate description of the occupation in their view and has 
therefore been incorporated into this research. 

The basic premise of this study was that sales 
performance could be measured by the number of sales 
made and the number of listings obtained. This was also 
a reflection of the information gained from such meet- 
ings. Similarly, the propositions were decided upon as 
a result of these conversations. Information gained in 


this manner was noted where appropriate. 
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Research Methodology 

The basic research methodology employed in this 
study was to measure the changes in a selected group of 
sales people over a period of five weeks. The partici- 
pants in the study were a voluntary group of real estate 
salesagents. The group was asked to actively partici- 


pate in a concentrated in-house audio-video sales train- 


ing program designed to affect their knowledge, behaviour 


and attitudes. The training course was comprised of 
five basic film units each viewed twice by the sales 
personnel. The audi-video program included demonstra- 
tions of selling techniques, product features, systems 
for organizing work activities, and instruction concern- 
ing the development of communicative skills and self- 
image. As mentioned, these five input units were chosen 
for this research after consultations with real estate 
personnel. 

These input units were rephrased into proposi- 
tions. There were five propositions for each of the 
two major contributors to sales performance: Listings 
and Sales. These propositions were selected for study 
because they were the ones considered to be the most 
important, the most easily controlled, and the most 
easily measured. Further, these factors were selected 
because a training course of this duration had limited 


scope for input and these factors were deemed to be 
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some of the most critical. 

All propositions used in this study were 
intended to measure the sales performance of the indi- 
vidual salesagent. Therefore, factors affecting the 
performance of a firm were not included. The list of 
propositions studied in this research does not preclude 
the existence of others of varying degrees of importance. 

The concept which underlies this study is shown 
graphically in Figures 1 and 2. Figure 1 shows the 
five propositions which have been chosen as input units 
to affect sales performance. Figure 2 illustrates the 
process involved in the research. The lines represent 


input from films over the five week training period. 


FIGURE 1 


INPUT VARIABLES FOR SALES PERFORMANCE 
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FIGURE 2 


ILLUSTRATION OF RESEARCH DESIGN 
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In short, the general research methodology may 
be described as follows: 

An in-house sales training course based on audio- 
video material was designed to affect these various 
input factors. Subsequently, the effect on sales 
performance of the individual salesagent was 
measured by monitoring the changes which occurred 
in attitudes or behaviour. These changes were 
recorded with the aid of questionnaires and 


evaluated with the use of non-parametric statistic. 


The Operational Hypotheses 


If the conceptual hypothesis concerns itself 


with the more general statement of cause and effect, the 


yecr yebicborann ADasseett _ isagiise edt ,otetedtt 
mA) i ewolliot™ ze bisa vome va 
-obhye ao bsead xaxpoo Bakniess as bes cecuogieat am 
suc hIey op eid tnette of berplest vaw ih veya ‘pakey || 7 
panes soette eis (ydoneupssdu2 . s10498F anes. 
sew thvoseslia’ Tedhiviini ety to abciamoraed 
has tg050 da edwh cumin ated prLios them, yet paaeasn 
one, ee ‘wean ite anikess £0, esbudtsaie nd 7 


ee) ‘epvkeuiiititaby Toc ble: sits ee 
isn um ae 30 see Sil ad iw ahah 


2 = aeesits 


| aii ain ee 


i 


oe eset Fibiie+sse feroney a p 


-_ i 


operational hypothesis must therefore be concerned with 
a more precise definition of the factors and variables 
involved in the study. As outlined in Chapter 1 the 
basic research question was concerned with the affect of 
in-house audio-video sales training on sales performance 
of the individual salesagent. Since the term sales 
performance has been defined as listings plus sales, 

the basic research question was broken down into these 
two components. Similarly, in defining operational 
hypotheses from the basic hypothesis it was again neces- 
Sary to describe the research in terms of these two 
components. 

The hypotheses in this section were structured 
in a more mathematically workable form than was the con- 
ceptual hypothesis described in Chapter l. The null 
hypotheses were designed to express no change as a 


result of the rest of the hypotheses. Therefore, the 


rejection of the null_hypotheses would provide an 
INoLCaLLOnOm AypOsSibive vettect on the Sales performance 


of an individual Sai aSeenih 

Ho: An audio-video in-house sales training program 
will have no effect on the sales performance 
of individual salesagents. 

aie An audio-video in-house sales training program 

will have no effect on the number of listings 


obtained by individual salesagents. 
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02: An audio-video in-house sales training program 
will have no effect on the number of sales made 
by individual salesagents. 

In empirical research of this nature it is 
normally difficult to gather reliable data concerning 
the sales activity or remuneration of sales personnel. 
Therefore, another method had to be found which would 
yield inferential data concerning the two secondary 
hypotheses. 

The hypotheses were therefore grouped into sets 
and subsets of descriptive statements which were measur- 
able. The propositions were not intended to be exhaustive. 
They were merely a reiteration of the five factors 
expected to influence sales performance stated in a more 
pragmatic fashion and appropriately divided into listings 
and sales.-© 

The hypotheses were restated as research state- 
ments which were tested by the use of propositions. 

Basic Research Statement (HO): 
Audio-video in-house sales training affects the 
sales performance of real estate salesagents. 
Secondary Research Statement 1 (Hoy): 
Audio-video in-house sales training affects the 
number of listings obtained by real estate sales- 
agents. = 
Secondary reseaten Statement 2 (Hoo) 


Audio-video in-house sales training affects the 
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number of sales made by real estate salesagents. 
Each of the secondary research statements con- 

tains five propositions regarding the performance of 

the individual salesagent. The propositions and an 


explanation of each are listed below: 


Proposition 1: Work Habits Affect Listings/Sales. 

The work habits of individual salesagents 
should have an effect on listing and/or sales perform- 
ance. If the work habits of a salesagent can be 
improved, then his listings and/or sales should increase, 


and the increase should be measurable. 


Proposition 2: Client Relations Affect Listings/Sales. 
The relationship a salesagent has with a client 

should have an effect on listing and/or sales perform- 

ance. If relationships can be improved it should be 


reflected in an increased number of sales and/or listings. 


Proposition 3:3 Personally image Affects Listings/Sales 


The opinion a salesagent has of himself, his 
company and the industry should have an effect on his 
sales performance. A positive attitude to employment 
should be reflected in increases in the sales and 


listings obtained by a salesagent. 


Proposition 4: Product Knowledge Affects Listings/Sales. 


The knowledge an agent has regarding his 


products should have an effect on his sales performance. 
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If the sales agent's knowledge about his products can 

be improved, then sales performance should improve 

accordingly. 

Proposition 5: Advertising Techniques Affect Listings/ 
Sales. 

The choice a salesagent has regarding advertis~ 
ing techniques is wide. The use of one or more advertis- 
ing techniques should have an effect on sales perform- 
ance. If the most effective advertising techniques can 
be determined, and the salesagents are allowed to use 
these techniques, then the salesagents should be able 


to improve their sales and/or listings. 


Propositions 1 through 5, listed above, were 
measured by the variables outlined in Table 1 of 
Appendix 1. This table shows the relationship between 
the propositions, the variables and the research 


instrument. 


Research Instruments 

The results of this study are based on data 
gathered through the use of a series of questionnaires. 
This method of investigation allowed a fast and 
straightforward method of gathering and categorizing 
relevant information. The preparation of the question- 
naires was done after the propositions had been stated 
and the objectives of the study had been determined. 


Because of the type of study it was necessary to design 
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a set of research instruments which would provide data 
appropriate for evaluation. 

Four questionnaires were developed. These 
questionnaires followed two general formats and were 


designed as follows: 


1. Salesagents General Questionnaire: This instrument 
was the primary vehicle for gathering data for this 
research. It was designed to gather data regarding the 
salesagent's work habits, product knowledge, self-image, 
relationships with clients and advertising techniques. 
The focus of this questionnaire was on the opinions of 
the salesagent. The responses were to be the individual's 
perception of the questions asked and not his perception 
of the attitudes of the company or industry. Space was 
provided for comments and several open-ended questions 
were included to draw out a diversity of responses. This 
was done because the questionnaire relied heavily on 
closed-end questions. 

The questionnaire was administered before and 
after the training program for all participating sales 
personnel. This required the questionnaire to be com- 
pleted by each respondent individually. The program 
also necessitated that the respondents work on identical 
questionnaires at the same time. This procedure allowed 
the answering of questions pertaining to only one 


instrument at a particular time. This decreased the 
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likelihood of errors from misunderstanding and reduced 
the problem of respondent contamination. This instrument 


appears in Appendix 2 as Exhibit 1. 


2. Managers General Questionnaire: The managers 


questionnaire was similar in concept to the instrument 
administered to the salesagents. It was designed to 
gather data regarding the manager's perceptions of them- 
selves and their staff. As well, this questionnaire 
gathered information on the five factors used as sales 
performance indicators. The questionnaire was filled 

in by the managers while the salesagents were completing 
the Salesagents General Questionnaire and under the 

same conditions. There were several open-ended questions 
and space was provided for supplementary comments. This 
questionnaire was also administered before and after the 
training program. A copy of the Managers General 
Questionnaire appears in Appendix 2, under the heading 


Exnipie 2. 


3.  Salesagents Film Questionnaire: This instrument was 


designed to gather information from each salesagent for 
each of the ten training sessions. The questionnaire 

was basically concerned with determining the value of 
each training session to the sales personnel and also 
determining the cumulative value of the training sessions. 
In addition, the questionnaire was designed to determine 


if there were any changes in responses over the period 
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covered by the training sessions. This instrument 


appears in Appendix 2 as Exhibit 3. 


4. Managers Film Questionnaire: This questionnaire was 


identical to the Salesagents Film Questionnaire. The 
questions were answered from the management perspective, 
rather than from the individuals perspective as in the 
case above. As in all other cases, the respondents 
filled in their respective questionnaires in a group 
and at the same time. This instrument appears in 


Appendix 2 as Exhibit 4. 


Space was provided for comments in both the 
Salesagents Film Questionnaire and the Managers Film 
Questionnaire. 

Because up to twenty-five respondents answered 
each questionnaire it was essential to have an efficient 
and effective set of questionnaires. The Salesagents 
General Questionnaire and the Managers General Question- 
naire were each pilot tested on two faculty members from 
the University of Alberta. Each of the questionnaires 
were subsequently revised nine times. The Salesagents 
Film Questionnaire and the Managers Film Questionnaire 
were somewhat more straight-forward and were revised 
four times. 

The questionnaires were designed using a seven 
point scale. This scale was chosen because it provided 


a wide range of answers for the questions, essentially 
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providing a continuum of responses. It also gave a mid- 
point so that the respondents could choose a neutral 
answer. Further, this scale allowed for an ordinal 
choice which is easily manageable for statistical pur- 
aages.@ 4 The scale allowed the user the privilege of 
"ranking" his responses independently of each other while 
at the same time providing data which were useful in the 
aggregate. 

The use of scales in questionnaires requires 
that some trade-off occur.in the data. Absolute accuracy 
must give way to point choices frequently encompassing 
a range of responses. However, the use of a scale speeds 
data analysis considerably. Open-ended questions and 
spaces for comments were provided on all the instruments 
for salesagents and managers who wished to clarify 
responses. This was done to reduce the possibility of 
bias which can occur in closed-end questionnaires. 

The failure of a study can in many cases be 
attributed to inadequate questionnaire preparation. 
Questionnaires can be inadequately prepared for many 
reasons. Noteably, researchers have often not acquired 
a good working knowledge of the subject area and sub- 
sequently the questionnaires suffer from irrelevancy. 
These problems have been dealt with through a study of 
real estate literature and extensive informal interviews 


with real estate salesagents and their managers. 
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The Sample 

The selection of the sample in this research was 
constrained by several outside influences both operational 
and financial. As well, a further problem in the sample 
selection was evident upon review of previous research. 


re that real estate sales- 


It had been determined by Long 

personnel do not exhibit an easily identifiable set of 

"normal" characteristics. Accordingly, any selection 

of asample based on the available demographic data for 

the total population of real estate salesagents would 

not necessarily have yielded more valid results than an 

opportunistic sample of one firm. Therefore, on the 

basis of the previous research, the operational and 

financial constraints, and the availability of a cooperat- 

ing firm, an opportunistic sample was used in this study. 
Regardless of the method of sample selection, 


30 has stated that 


so long as it is valid, Reichman 
legitimate statistical techniques allow the researcher 
to genralize from a selection of a general group or 
population. The basis of this sample then is to make 
inferential statements about the general population of 
real estate salesagents by using the valid statistical 
techniques described later in this chapter. 

The opportunistic sample was provided by a 
cooperating firm. Therefore, the maximum number of 


participants in the study was predetermined by the 


number of salesagents employed by the firm. Twenty-five 
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salesagents were available for the training program. 
Because of the weight, bulk and sensitivity of the audio- 
video equipment it was impractical to transport it to 
another field site while a training session was in pro- 
gress at one location. This problem eliminated the 
possibility of a second concurrent training site. The 
pressure of time ruled out using a second site after the 
completion of the first training program. These training 
problems explain the relatively small sample used in 
connection with this study. 

Only one manager was able to participate in the 
study. His responses were combined with those of the 
other respondents where this action was appropriate. 

In cases where such action was inappropriate, his 
responses were simply reported and compared with those 
of the other respondents. It should be noted that all 
the salesagents in the study's sample were employees of 
the same company and that participation was voluntary. 

The voluntary participation in this research 
resulted in a significant drop-out problem. Of the 
original twenty-five respondents only thirteen partici- 
pated in all of the training sessions and completed the 
questionnaires. The results of this research must be 
evaluated in the light of this limitation. Further 
research in this area has a major obstacle to overcome 
in maintaining an adequate number of respondents through- 


out a training program. The active nature of the 
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industry and the traditionally high turnover of personnel 
are problems the researcher must overcome if he is to 
achieve the respondent retention so necessary in con- 


ducting an experimental study of this design. 


Data Collection and Recording 

Data was collected through the use of the pre- 
viously described questionnaires and through informal 
discussions and personal observation. All questionnaires 
were filled out in the presence of the researcher. 

Since questionnaires required written responses, mis- 
interpretation of data during analysis was reduced. 

The guarantee of anonymity and the volunteer nature of 

the sample increased the likelihood of honest and complete 
answers. The presence of the researcher to collect the 
questionnaires upon completion provided additional 
assurances of confidentiality. 

Once collected all questionnaires were coded on 
computer cards for evaluation. The format used in the 
coding of data is shown in Appendix 3, Exhibits 1, 2, 3 
and 4. All evaluation was made from punched cards. 
Before the data were used for computer programs as 
input, the computer cards were keypunched and verified. 
A second verification was made separately from the 
first, and all data were checked by the researcher. 

This procedure was done to minimize the possibility of 


errors due to keypunching. 
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Data Processing and Evaluation 

The use of the computer in social science 
research has simplified the researcher's task in the 
Organization and analysis of data. In this research 
all the questionnaires were coded in accordance with the- 
rules established in the book Statistical Package for 
the Social Sciences. *+ Various computer programs from 
this package were used in the analysis of the data. In 
addition, one other separate program NON#@5 was used for 
the analysis of paired samples (Wilcoxon Sui havienay 

The Statistical Package for Social Science 
(S.P.S.S.) programs used in this study were "MARGINALS," 


"CROSSTABS" and "NONPAR CORR. "22 Some limited use was 


Sa oa CheOEREne 


made of the program "PARTIAL CORR" 
calculations were done by hand because only a few 
relationships developed which needed this form of 
statistical analysis. These program listings are noted 
TheAPDeNOi x eo sex Lbut Ge ye? peop eemanda>. 

Three methods of analysis were used primarily. 
"MARGINALS" provided a frequency distribution, mean, 
median and other statistics for each variable studied. 
"NONPAR CORR" provided Kendall's rank-order correlations 
(Tau) between all variables for both tests, and "NON#5" 
provided Wilcoxon Statistics for the paired sample 
analysis. 


The computer programs produced more than 3,700 


correlation coefficients and over 1,600 separate 
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statistics. As well more than 1,100 cross tabulations and 
several hundred partial correlations were calculated. 
Obviously, many of the relationships and statistics which 
were generated were irrelevant because of the combination 
of variables involved. However, some interesting 
relationships became evident upon evaluation of the 
data and these are discussed in the body of this research. 
The interpretation of findings generated in 
this study was greatly facilitated by the use of informal 
data gathered before and during the course of the train- 
ing sessions. This data which was gained from comments 
and observations proved helpful in summarizing conclusions 
and presenting the material. A reveiw of literature 
supplied an interpretive framework for much of the data 
analysis. In particular, Non-parametric Statistics for 
Behavior Sciences by Siegal-e and Statistical Package 
for the Social Sciences by Nie, Bent and Hul1>° were 
invaluable in setting up the statistical analysis. 
The thesis by R. J. Lonnie as well as identifying a 
number of the key variables investigated in this study, 
provided much insight into the real estate industry. 
In addition a brief review of trade journals’ © and other 


a relevant literature provided a background for this 


study. 
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CHAPTER 3 
SUMMARY OF RESULTS REGARDING LISTINGS 


Chapters 3 and 4: follow the same general format. 
These two Chapters have been designed to provide a sum- 
mary of the changes in responses for the thirteen sales- 
agents who completed both the beginning (test 1) and 
ending (test 2) tests. These Chapters are intended as 
descriptions of the changes in responses, and any 
Statistical analysis has been included in later Chapters. 
Because of the original assumption that sales perform- 
ance was measureable by the number of listings obtained 
and the number of sales made (Figure 1, p. 19), it was 
felt that the summary of results would be more meaning- 
ful if described separately from the statistical 
analysis. 

Each proposition had several variables and each 
variable was represented by at least one question in the 
questionnaire. The variables and the propositions are 
discussed in the same order as they were introduced in 
Chapter. 

In each of the propositions the list of 
variables used was not meant to be exhaustive. In the 


preparatory meetings with real estate managers and 
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salesagents, the variables chosen for this study were 
felt to be the most easily testable, the most author- 
itative and the most efficient for testing each proposi- 
tion. Among other things, the discussions centred 
around a synthesis of Long's work, >> in which he used 
Similar variables to measure changes in his question- 
naire responses. 

Appendix I (p.146), contains a complete list 
of propositions, variables and the associated question- 
naire location for the variables listed throughout this 
Chapter are aggregates of the responses to both tests 
and the corresponding questions on the questionnaire 


can be located by referring to Appendix I as noted above. 


Proposition /l: Work Habbits Affect Listings 


The work habits of salesagents were proposed to 
affect the number of listings an agent may generate. 
Described below is a summary of the findings with respect 
to salesagent's work habits and how they affected 
listing performance. The following work habit variables 
have been studied: 

Hours of Work 

Type of Work 
Amount of Routine 
Amount of Planning 
Number of Calls 


Listing Service Preference. 
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Hours Of Work. The number of hours worked per 
week by each salesagent was lower than anticipated with 
a mean of 28.8 hours and a median of 30.0 hours. How- 
ever, numerous times the respondents noted in their 
comments that a great deal of the working day was 


"unproductive" in the normal sense of work. Salesagents 


interviewed personally explained that selling real estate 


required irregular hours of work and that it was 
extremely difficult to estimate the number of hours 
worked per week. 

The average number of hours worked did not 
change substantially between the two tests. However, it 
is worthy of note that the salesagents who did not com- 
plete the sales training program had 17.45 as the mean 
for hours of work per week. This is considerably lower 
than the salesagents who completed the program. 

The results of the responses for the hours of 
work per week for salesagents are shown for both the 


beginning and ending questionnaires in Table l. 


Type of Work. The type of work done by real 
estate sales personnel was broken down into three 
categories: obtaining listings, selling and administra- 
tive support work. During the interviewing process, 
these three activities were described as the major time 
consuming functions in selling real estate. The vari- 


able was meant to measure the approximate proportions 
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TABLE 1 


HOURS OF WORK PER WEEK 


Number of Salesagents 


Hours Test 1 Test 2 
Se) 3} 2 
EOE 215 2 4 
207 = 729 i 0 
50g 9 ib 0 
40 - 49 3 6 
oh Se Se) 0 vt 
60 or more 2 0 
Total Responses ys tue) 
Average Hours per Week Z20n.0 Zi ee 


of time which were spent on each function. The sales 
function is described in Chapter 4. Tables 2 and 3 
show the hours per week spent by salesagents in 
administrative work and the hours spent actually 


obtaining Listings:. 


TABLE 2 


HOURS OF WORK PER WEEK ON ADMINISTRATIVE WORK 


Number of Salesagents 


Hours Test 1 Test 2 
0- 4 7 5 
5 - 9 4 2 

10 - 14 1 3 

15 - 19 0 ‘ik 

20 or more 1 2 


Total Responses Ls i3 


Average Hours per Week 4.5 3 AG7, 


30. 
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The large change in the average number of hours 
spent on administrative work is a result of the responses 
of four new salesmen who on the first test coded zeros 
as the answer to the question and subsequently revised 


their answers for the second test. 


TABLE 3 


HOURS OF WORK PER WEEK OBTAINING LISTINGS 


Number of Salesagents 


Hours Test l Tesitceez 

O- 4 6 5 

wy fA) 2 2 
10 - 14 0 & 
WS) Gee AIMS) 1 0 
20 or more 4 2 
Total Responses is a3 
Average Hours per Week bLls8 Qi 


Of the respondents who answered the questions 
on both gurstionnaires, there was little change in the 
average number of hours per week spent obtaining list- 
ings. However, there was a noticeable change in the 
distribution. More agents spent fewer hours obtaining 
listings in the second test. This may be the result of 
a more organized approach to the work week as a result 
of the training program. This will be discussed more 


fully later in Chapter 8. 


Amount of Routine. This question was scaled 


from 1 to 7 and required the sales personnel to make 
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a choice concerning the amount of routine involved in 
their weekly work. It is perhaps significant to note that 
in both the first and second tests the results were 
grouped together in a continuous listing (i.e. no spaces 
between the responses). Further, in both tests the 
results showed a great frequency toward substantial 
routine in weekly work. The sales personnel did not 
appreciably change their attitudes concerning the amount 


of routine in their work over the course of the training 


program. 
TABLE 4 
AMOUNT OF ROUTINE IN WEEKLY WORK 
Number of Salesagents 
Response Test l Test 2 
1 always 2 0 
é usually ; ° 
: uncertain ; ; 
6 seldom 0 0 
7 never 0 0 
Total Responses 25 Ls 


eee :°0 !:!:):.:._——::._—_—_—————-—-—-—-::: =. ':_<__ 


There was however a trend toward moderation in 
the responses. Test 2 show much more of a central 
tendency than did test l. 

The concept of work routine as examined in 
this question can best be described as the repetition 


of tasks associated with the work being done. Examples 
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of routine in the real estate industry might include 
making calls at the same time each day or setting aside 
a particular day each week to complete all administra- 


tive paper work. 


Amount of Planning. The amount of planning 
done by a salesagent was felt to be an integral part of 
his work habits. The responses to the question showed 
that most real estate sales personnel do not plan more 


than several days ahead. 


TABLE 5 


AMOUNT OF PLANNING 


Number of Salesagents 


Response Test l Test 2 
a few hours 22 0 
a day at a time 4 6 
several days 6 3 
a week i 3 
two weeks 0 i 
monthly 0 0 
more than a month 0 0 
Total Responses ies: che 


The time units were the points most frequently 
given in response to preliminary questions regarding 
planning. Therefore, they were considered by salesagents 
and the researcher to be the most logical for reference 
points. Note the central tendency evident in test 2 of 
this variable. This is no doubt due to the emphasis 


placed on planning in the training sessions. 
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In the first test 30 per cent of the respond- 
ents planned their work a day at a time. The second 
test showed an even higher percentage (46 per cent). 
The significant feature of these responses is that a 
surprisingly high proportion of all real estate sales 


personnel do only minimal planning of their work. 


Number of Calls. Vital to the success of any 
salesagent in real estate is the number of contacts made 
in a working day. Because of the nature of the business 
Many salesagents have found the telephone to be a fast 
and effective method of establishing new contacts. The 
question was designed to establish what type of contacts 
salesagents preferred to make and the frequency with 
which they were used. A frequency distribution of 


response is contained in Table 6. 


TABLE 6 


NUMBER OF DAILY PERSONAL CONTACTS 


Number of Salesagents 


Number of Contacts Tog ll Testa 
yon 7 : 
5-9 1 
10 - 14 3 2 
£5 -.19 4 ‘ 
20 or more th é 


Total Responses 13 L3 


The results of the question show that in the 


first test most of the salesagents made ten or fewer 
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personal contacts per day whereas in the second test most 
of the respondents made ten or more personal contacts per 


working day. 


TABLE 7 


NUMBER OF DAILY TELEPHONE CONTACTS 


Number of Salesagents 


Number of Contacts Test 1 Test 2 
0 - 4 6 4 
5 - 9 2. 3 

10 - 14 3 4 

IPs co ae) 0 0 

20 or more 2 2} 


Total Responses des in} 


The results from the table show no particular 
trend in the number of telephone contacts made by sales- 
agents. Because of the number of new salesagents in the 
test sample these results might have been a "guess" by 
many agents as to the number of personal and telephone 
contacts they thought they might make once established. 
The comments on a number of questionnaires support this 


suggestion. 


Listing Service Preference. In all cases and 
in both tests there was a marked tendency for the sales- 
agents to prefer to list and market property through 
their own companies listing service. 

The preference of one listing service over 


another was thought to be habitual. In preliminary 
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interviews, many salesagents felt that the use of a 
particular listing service was due to past experiences 
in the industry, and that individual company listing 
services would not be used to any great extent. In this 
case, the results showed that many agents used both 
listing services and after the training sessions there 
was a trend developed toward the company's own listing 
service. Since the emphasis in the training sessions 
was on the listing service of individual firms, the 
results show that this particular work habit was changed. 
In test 1, over 38 per cent of the respondents 
preferred to list property with their own company. In 
the second test the percentage was much higher (53.7 per 
cent) and none of the respondents showed a preference 
fOGeMiLoLOLesblstang Services (Ms iis.)ein DOth cCasesea 
Significant proportion of the test sample felt they 


used both listing services about equally. 


TABLE 8 


LISTING SERVICE PREFERENCE 


Number of Salesagents 
Response Test 1 Test 2 


mostly M.S. 2 0 
both about equally 6 6 
most own company 5 i, 


Total Responses LS L3 


Proposition 2: Client Relations Affect Listings 


Client relations are presumed to be an important 
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part of any business. In the real estate industry client 
relations may directly affect the remuneration a sales- 
agent may expect. The salesagent must have satisfactory 
interpersonal relationships with his clients or his 
earnings may be expected to fall. The relationship an 
agent develops with a client is dependent upon many 
variables. The following variables have been identified 
for study in this research: 

Providing Extra Services 

Availability to Client 

Speed of Closing Listing Contracts 

Telephone vs Personal Contact 


PraGingerovicy, 


Providing Extra Services. For many years some 
real estate salesagents have provided extra services to 
their clients as a means of maintaining a satisfactory 
relationship with them. The benefits to be derived from 
such a relationship included a customer loyalty for any 
recurring business and "word of mouth" advertising for 
the agent. The results of this research have shown that 
this trend remains quite strong. The extra services 
range from arranging for the hook-up of telephones and 
power to help with moving. More frequently however, 
salesagents provided small gifts "appropriate to the 
occasion" to their customers and these gifts were deemed 


to be an adequate provision of extra services. 
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TABLE 9 


PROVISION OF EXTRA SERVICES OR GIFTS 


Number of Salesagents 


Response Test l Test 2 
usually 10 9 
occasionally 2 3 
not usually ie i 
Total Responses 13 is 

AvVarlabiiity=to Cijenta, -liesavatlabiiaty Of 


each salesagent to clients should be a factor in client 
relations. Availability was measured in terms of the 
number of days per week a salesagent would be willing to 
see a client. The responses for this variable were 
closely grouped for both test 1 and test 2. Table 10 


outlines the results of the responses on the question- 


naires. 
TABLE 10 
AGENT AVAILABILITY TO CLIENT 
Number of Salesagents 

Response Test l Test 2 
7 days a week 24 hrs. 6 4 

7 days and evenings 4 5 
weekdays and evenings Bix 4* 
weekdays or evenings 0 0 
Total Responses 13 oS 


rd 


* of this number 3 agents explicitly noted that they 
were available 6 weekdays and evenings. 
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Speed of Closing. When customers are confronted 
with salesagents who rush through a sales talk or a 
listing proposal they often resent it. This frequently 
causes an unfavourable impression which affects client 
relations. This variable was designed to see if the 
speed of closing a listing contract had any affect on 
the client relations. Table 11 shows the results of 
the question regarding the amount of time required to 


close a listing contract. 


TABLE 11 
SPEED OF CLOSING LISTING CONTRACTS 


Number of Salesagents 


Time in Hours Test 1 Test 2 
(Oi al 8 6 
Lh i 4 
2- 3 3 2 
more than 3 iH it 
Total Responses is) 1s 
Average Time 268 B20 


The amount of time required to close a listing 
contract is overstated because of two responses. One 
response of one day and another of two days. Excluding 
these two extreme cases the average time required for 
the closing OLlva listing contract, arewgl.cehours Lor 


test. | ana 2.0 hours Lor tesa 2. 


Telephone vs. Personal Contacts. This question 


was designed to test the salesagents preference for using 
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the telephone as opposed to making personal contacts. 
Since much of the training sessions featured different 
techniques in communication it was of importance to see 
ULSthrsehadsany effectwonethesattitudes ofthe sales 
personnel over the course of the training period. The 


results of the question are summarized in Table 12. 


TABLE 12 


TELEPHONE VS. PERSONAL CONTACTS 


Number of Salesagents 


Responses Test l Test 2 
prefer in person 3 vl 
both about equal 4 3) 
prefer telephone 6 2 


Total Responses 13 3 


The results indicate that after the training 
session more agents felt that it was to their benefit 
in affecting client relations to contact prospects in 
person rather than by telephone. This is verified in 
comments on the questionnaires reflecting this attitude. 
It can be stated that as a result of the training ses- 
sions, the real estate salesagents tested showed an 


increased preference for personal contacts. 


Pricing Policy. The techniques used in 
setting a price on a property for inclusion in a listing 
contract were presumably important in customer relations. 


If listings were not priced realistically they would not 
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sell. Alternatively, if salesagents suggested a listing 
priceawhichiasclient «felt was ttoonlow the ‘clientimight 
take his business to another agent or firm. This ques- 


tion was designed to determine if sales personnel felt 


that listing properly at a realistic price was important. 


Implicit in this belief is that an agent will let the 

client suggest a price as an inducement to do business. 
The results of salesagents attitudes toward pricing are 
Tistedwminglable 1 3.a2tinwboth test 1 (87.5 per cent) and 
test 2 (92.3 per cent) of the salesagents tested felt 

that it was "extremely important" to have realistically 
priced listings (i.e. near the market value). In both 
cases the remaining agents considered pricing policy to 
be "important." There was therefore no change in the 

salesagents attitudes towards pricing policy in listing 


contracts. 


TABLE 13 
PRICING NEAR MARKET VALUE (LISTINGS) 


Number of Salesagents 


Responses Test l Test 2 
extremely important 12 A 
important i 2 
uncertain 0 0 
Total Responses Mh} a3 


oe eeeEEeEeEeaeEeEeoaeaEeaEaEaeaEeEeaeeeee=SSaSaSeaeeeaaaaaaaSaSSael SSS _a—aa—nmn——_ 1" 


Proposition 3: Personal Image Affects Listings 
Personal image in the context of this research 


was defined as those characteristics, attitudes and 
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appearances which are descriptive of sales personnel. 
More specifically, salesagents were asked to describe 
their attitudes concerning their firm, their industry 
and their co-workers. These personal image variables 
were studied: 

Attitude toward Company 

Attitude toward Industry 

Attitude toward Real Estate as an Occupation 

Occupational Desirability 

Appearance 

Education 

The evaluation of attitudes is a highly sub- 

jective endeavour. Nevertheless, in the aggregate, 


attitudes are often a very informative indicator. 


Attitude toward Company. Themwintent ofthe 


question regarding this variable was to assess the 
attitude of real estate sales personnel toward their own 
company. The results of the question are tabulated 


below in Table 14. 


TABLE 14 


ATTITUDES TOWARD COMPANY 


Number of Salesagents 


Responses mesta sl Test 2 
excellent company 9 8 
better than average 3 4 
average company al 1 
Total Responses 13 3 
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It was perhaps somewhat naive to have expected 
anything other than the responses received on this 
question. The reluctance to "bite the hand that feeds" 
is understandable. However, even though the responses 
were uniformly positive, this company still exhibited 
the high turnover characteristic of the real estate 


industry. *° 


Attitude toward Industry. The attitude toward 


the real estate industry was measured by the use of two 
questions on the questionnaire. In both cases the 
responses were positive. Table 15 contains a summary 


of responses regarding attitudes toward the industry. 


TABLE 15 


ATTITUDE TOWARD INDUSTRY 
—————— — — ——ESISEoo————EEEISSIUo——————————EESESEEEEEEEESESElllESESEEEEEEEEEeEESESESE——ESESESES — —ESESSSSES—S=S==S==S=—=—=—_—_ 
Number of Salesagents 


Respondents Test l Test 2 
excellent industry 8 3 
better than average 3) 8 
average industry 0 uF 
below average 0 us 
Total Response 13 13 


The difference in the distribution is likely 
due to new sales personnel more clearly defining their 
attitudes toward the industry as a result of exposure 
during the training course. There is a noticeable trend 
away from the extreme of "excellent industry" in the 


first test to the more moderate "better than average" 
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in the second test. 

The second question measuring attitude was con- 
cerned with salesagents perception of the competence of 
their co-workers. Although the responses are again 
positive, there is a much more moderate outcome as shown 


The TaplLe™ Los 


TABLE 16 


ATTITUDE TOWARD INDUSTRY 
(Opinion of other real estate salespeople) 


Number of Salesagents 


Responses Test l Test 2 
all competent iF 0 
most competent 10 il: 
no opinion 2 1 
most incompetent 0 1 
Total Responses 13 is 
Mean 20 2.6 


The table shows that the attitudes of real 
estate salesagents towards their co-workers did not 
change at all. These results are a direct contradiction 


of the feelings expressed by several salesagents in 


private conversations. In private, many agents expressed 


the opinion that the industry had too many "bad" sales- 
agents and that this was causing ill will. Perhaps a 
restructured question on the questionnaire would have 


achieved a more congruent result. 
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Attitude toward Real Estate as an Occupation. 
This variable was also measured by two questions on the 
questionnaire. In both cases the variety of responses 
was reduced and became more positive at the second 
measurement. Table 17 shows the attitudes of salesagents 
towards real estate as an occupation, through a question 
dealing with whether or not the agent enjoys his work. 
Table 18 shows the evaluation by sales personnel of how 


they perceive other agents feel about their work. 


TABLE 17 


ATTITUDE TOWARD REAL ESTATE AS AN OCCUPATION 
(fon thesindividual ) 


Number of Salesagents 


Responses Test di Test 2 

enjoy work very much 10 iby 

enjoy work some 2 0 

uncertain 1 ih 

Total Responses Le aS) 
TABLE 18 


ATTITUDE TOWARD REAL ESTATE AS AN OCCUPATION 
(for other salesagents) 


Number of Salesagents 
Responses Test l Test 2 


like it very much 9 
most like it 4 &] 
some like it 0 


Total Responses 13 i3 
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It is perhaps understandable that the responses 
were positive. Those who exhibited negative attitudes 
about real estate as an occupation were more likely to 
have not completed the sessions. Indeed, this proved 


to be the Econ 


Occupational Desirability. This variable was 
intended to measure the extent to which salesagents felt 
that they would continue with real estate as a career. 
The responses to this question were overwhelmingly 
positive in both test 1 (83 per cent chose response 1) 
and test 2 (92 per cent chose response 1). The results 
are shown in Table 19. It was apparent that this atti- 


tude did not change as a result of the training sessions. 


TABLE 19 


OCCUPATIONAL DESIRABILITY 


Number of Salesagents 


Responses Test l Test 2 
definitely career iW? bal 
possibly career a 2 
uncertain 0 0 
Total Responses 3 1S) 


Appearance. Salesagents were asked to assess 
whether or not appearance had any affect on performance. 
The responses were all positive on both tests (83 per 
cent chose response 1 on test 1 and 84 per cent chose 


response 1 on test 2). It can be assumed from these 
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responses that sales personnel feel strongly that a 
person's appearance affects his listing performance. 


The results are shown in Table 20. 


TABLE 20 


APPEARANCE AFFECTS PERFORMANCE 


Number of Salesagents 


Responses Test 1 Testi 
large extent ib? iba 
somewhat Hi 2 
uncertain 0 0 
Total Responses r3 ike) 


Education. The average level of education in 
the training group was complete high school. There was 
no noticeable difference in educational achievement 
between those who completed the course and those who did 


not. This variable was found to be related to others 


throughout the study and is noted in the appropriate sec- 


tions. The level of education of the salesagents who 


started and completed the course is listed in Table 2l. 


TABLE 21 
EDUCATION 
Number of Salesagents 
Level Completed Did Not 
Education the Course Complete Total 


some high school 3 4 
complete high school 7 5 
some college 2 Z 4 
complete college a ui 


Total Responses L3 r2 25 
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Proposition 4: Product Knowledge Affects Listings 


The amount of knowledge a salesagent has about 
the specific products or services offered by his company 
was expected to have an affect on his ability to obtain 
listings. Product Knowledge in real estate is a func- 
tion of many variables. Some of the more important 
are discussed here: 

Legal Knowledge 

Characteristics of Property 
Characteristics of Neighborhood 
Concentration of Sales 

Training Level in Company 
Training Level in Industry 
Experience in Real Estate. 

The sales personnel were asked to evaluate 
their proficiency with regard to the above variables. 
The aggregate view of these variables provides a 
general inference about the affect of product knowledge 


in obtaining listings. 


Legal Knowledge. If salesagents were to be 
successful, an adequate knowledge of the law regarding 
real estate was felt to be important. There was no 
appreciable difference in the measurement of this vari- 
able between test 1 and test 2. This result was expected 
Since there was no instruction on legal matters under- 


taken in the training course. Table 22 shows the 


responses. 
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TABLE 22 


LEGAL KNOWLEDGE 


Number of Salesagents 


Response Test l Test 2 
know everything ut 0 
most aspects 6 6 
some aspects 6 1 
few aspects 0 0 
Total Responses a 8) 13 


Characteristics of Property. A knowledge of 


the property about to be listed was described as extremely 
important in preliminary interviews. The variable was 
designed to determine if agents felt that inspection of 

a property was important, and to what degree. As 

Table 23 shows, both in tests 1 and 2 the frequency of 


positive responses was very high. 


TABLE 23 


CHARACTERISTICS OF PROPERTY 


Number of Salesagents 
Responses Test l Test 2 


always inspect 5 5 
usually inspect 6 7 
occasionally 1 uh 
seldom if 0 
Total Responses 8) 13 
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Salesagents felt that inspection of a property 
was vital before a listing contract was obtained. This 


was confirmed by many comments on the questionnaires 
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Outlining the importance of "Seeing" the property. 


Characteristics of Neighborhood. Similar to 
the variable above, this variable was designed to deter- 
Mine how important salesagents felt it was to have a 
good knowledge of the neighborhood in which a property 
is located. The characteristics of a neighborhood can 
be useful tools when discussing the value of property 
and its selling potential. In general salesagents agreed 
with this assessment. Table 24 summarizes the results 


Of test l-and test 2% 


TABLE 24 


CHARACTERISTICS OF NEIGHBORHOOD 


Number of Salesagents 
Responses Test l Test 2 


always inspect 6 6 
usually inspect 5 5 
occasionally ak 1 
seldom iL ch 
Total Responses 13 13 


In both cases there were salesagents who felt 
that the knowledge of the characteristics of a neighbor- 
hood were not helpful in obtaining listings. Comments 
on the guestionnaires showed that these respondents felt 
the emphasis in listings should be on the property 
being discussed only and not on the characteristics of 


the neighborhood. 
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Concentration of Sales. The concentration of 
sales in one area or neighborhood would intuitively sug- 
gest a good general knowledge of the property available 
in that area. In test 1 there were a large number of 
responses suggesting that most sales were concentrated 
in one area. In test 2, however the curve had evened 
Out considerably. Table 25 compares the questionnaire 


responses. 


TABLE 25 


CONCENTRATION OF SALES 


Number of Salesagents 


Responses Test 1 Test 2 
all sales concentrated 0 ih 
most concentrated 8 6 
some concentrated 4 4 
few concentrated ik 2 
Total Responses ies ass 


The more even distribution in test 2 may be a 
result of new sales personnel refining their thoughts 
concerning sales concentrations. The relevance of this 
variable for listings is that sales in an area tend to 
create listings. Consumers tend to list a property 
with someone who has been successful in selling other 


PhOpeLty: ian that area. 


Training Level in Company. This variable was 
designed to measure how the individual salesagent per- 


ceived the level of training in his own company. 
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In test 1, the responses were almost unanimously positive, 
however in test 2, the responses had moderated somewhat. 
At the beginning of the training it was perhaps naive to 
expect salesagents to express the thought that they were 
being inadequately trained. By the time the second test 
was given however, salesagents had been exposed to 
several different series of training films. The modera- 
tion in responses may be a reflection of a comparison 
which many of the agents were unable to make at the 
beginning of the training program. The results are shown 


in Table 26. 


TABLE 26 
TRAINING LEVEL IN COMPANY 


Number of Salesagents 


Responses eles tel Test 2 
extremely high 10 7 
very high 3 5 
typical 0 1 
Total Responses iS 13 


Training Level in Industry. The responses to 


the question measuring this variable were more uncommital 
than in the question regarding the company. In test l, 
30 per cent of the respondents felt the level of training 
was “typical of all industries." In test 2, 40 per cent 
felt that the level of training was very low. Table 27 
summarizes the results. Note that two respondents did 


not answer the question in test 1. These were new sales- 


agents. 
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TABLE 27 


TRAINING LEVEL IN INDUSTRY 


Number of Salesagents 


Responses , Test 1 Test 2 
extremely high 0 0 
very high 5) 4 
typical 4 3 
very low 4 6 
extremely low 0 0 
Total Responses Ah LS 


The overall tendency in both tests was central 
but in test 2 the results showed a trend towards more 
dissatisfaction with the level of training in the 
industry. 

As a second part of this variable, a further 
question was designed to determine if salesagents felt 
that more or less training was required by real estate 
personnel. This question had no evaluative component 
and was strictly an opinion on the part of the sales 
person. In addition, positive responses to this question 
inferred a dissatisfaction with present training levels. 
The results are tabulated in Table 28. 

The results of this question infer that sales- 
agents were dissatisfied with the level of sales 
training being provided by their company. However, 
from the results of the film questionnaire it was evi- 
dent that most salesagents felt that any additional 


training would be beneficial. Therefore, agents were 
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perhaps expressing a desire for much more training rather 
than a disapproval of the present level of training. 

As with the level of training in the company no statisti- 
cal relationships were found relating this variable to 


the parameters. 


TABLE 28 


AMOUNT OF SALES TRAINING REQUIRED 


Number of Salesagents 


Responses Test l Test 2 
great deal more needed 2 2 
need more than at present 8 au 
present amount adequate 5 4 
Total Responses 5 sles! 


mBxXDerIenceyine theslleld @yExperience 1Seprob- 


ably one of the most important determinants of product 
knowledge. The more familiar a salesagent becomes with 
his products, the more generally knowledgeable he will 
be about them. Table 29 denotes the experience of the 
sales personnel participating in this research. Table 30 
relates experience to the present employer, and Table 31 
breaks down experience to the present sales branch or 
office. In each case the thirteen salesagents who 
completed the course are listed in parentheses under 
test 1. This data shows that it is the salesagent with 
0 to 12 months experience that has not completed the 


training sessions. The non-completion factors are shown 


ine rable 31. 
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TABLE 929 


EXPERIENCE IN INDUSTRY 


Number of Salesagents 


Responses Test 1 Test 2 
L =" 3 mos. LOG») 6 
3 - 6 mos. 270) ak 
6 - 12 mos. 3 (0) 0 
io zy cs. 6 (4) 4 
20-2 YCS. Aer (2) 2 
Total Responses 24 (13) 18 
TABLE 30 


EXPERIENCE IN FIRM 


Number of Salesagents 
Responses Test l Test 2 


I= 3° mos. ee (7?) i 

3 - 6 mos. 1 (0) 0 

6 - 12 mos. 3510) 0 

dae 2S « 6 (4) 4 

Ley GS. 32) 2 

Octal Responses 7 ~ Za) iS} 
TABLE 31 


EXPERIENCE IN BRANCH 
OO eee lee 
Number of Salesagents 


Responses Test 1 Test 2 
1 - 3 mos. ee (aiy) 1 
3 - 6 mos. 270) 0 
Getz anos. LPeCO)) 0 
Le=e2, yrs: 6 (4) 4 
Zo oe vrs. Saez) 2 
ee ee ee ee ee ee ee 
Total Responses Ae Gh.) 13 
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Experience in the industry is classified as 
one of the parameters of this study and is therefore dis- 


cussed as it occurs in conjunction with other variables. 


TABLE 32 


NON-COMPLETION OF COURSE 
IE eESEeFh'™ho)™L™E=L_~LL_>=_=_—~_—~_~_=_—~=_—_—_——_—eE>EEEEEEESESSSESEEooeee ee 
Number of Salesagents 


Experience Started Finished Not Finished Per Cent 
1 - 3 mos. 10 6 4 40 
35-6 mos: Zz 1 ah 50 
Sn Wm 110 =o 3 0 3 100 
ley S 6 4 2 53 
2a Omy CS). 3 2 1 33 
Total 24 L3 11 45 


Proposition 5: Advertising Techniques Affect Listings 


The type of advertising and its frequency was 
proposed to affect the number of listings salesagents 
might obtain. The variables used to test this proportion 
were those most easily measurable and most frequently 
used by salesagents in the real estate industry. The 
variables discussed under this proposition represent the 
residual of more than twelve discussed initially with 
salesagents and managers in informal conversations. They 
are: 

Referrals 

By Owner Ads 
Signs 

Open House 


Cold” Calls 
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Mailers 
Radio/T.V. 
The participating salesagents were asked to 
evaluate the usefulness of the above variables in obtain- 


ing listings. The results are tabulated below. 


Referrals. The effectiveness of referrals from 
established clients or mutual acquaintances shows that 


agents considered this variable extremely important. 


TABLE 33 


USEFULNESS OF REFERRALS TO LISTINGS 


Number of Salesagents 


Responses Test l Test 2 
extremely useful as eZ 
Some use Ik if 
Undecided 0 0 
little use i 0 
Total Responses shes} Ane} 


By Owners Ads. Table 34 summarizes the res- 
ponses for this variable. By owner ads did not appear 
to be as useful as some of the other variables. 

TABLE 34 
USEFULNESS BY OWNER ADS TO LISTINGS 


—SEoooUoaaEoEoOoeeeeeeeeeeeooaoeEEEEoaEoaEaEaaaaaaaaIaIEIIEIyIEaaEaEaEaEEE——eEeE_eeee 
Number of Salesagents 


Responses Test l Test 2 
extremely useful 1 2 
some use if U 
undecided uh 2 
little use 4 2 
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Signs. Signs are the traditional method of show- 
ing that property is for sale. Salesagents were asked to 
evaluate whether these signs were also useful in helping 


them to obtain further listings. 


TABLE 35 


USEFULNESS OF SIGNS TO LISTINGS 


Number of Salesagents 


Responses Test 1 Test 2 
extremely useful a 8 
some use 6 4 
undecided il 0 
little use il 1 
Total Responses iy LS 


It is evident from the data that the respondents felt 


that signs also helped to generate new listings. 


Open House. Although it was originally sup- 
posed that open houses would be useful only for selling 
purposes, it became clear from the data in Table 36 
and the comments on the questionnaires that this was 
not the case. Some salesagents suggested that the 
exchange of information at open houses often generated 
new ideas that led to more listings. The data confirm 


this attitude. 
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TABLE 36 


USEFULNESS OF OPEN HOUSES TO LISTINGS 
ad 


Number of Salesagents 


Responses Test 1 Test 2 
extremely useful 5 8 
some use 7 5) 
undecided ? 0 
little use 0 0 


Total Responses iLg} ISS} 


Cold Calls. Although a number of salesagents 
expressed that cold calls were "hard to do" both ver- 
bally and in their comments, they were almost unanimous 
in describing it as "very useful" in obtaining listings. 
Table 37 summarizes the attitudes concerning cold calls. 
There were some noteable exceptions however and these 


show up in the tabulation. 


TABLE 37 


USEFULNESS OF COLD CALLS TO LISTINGS 


Number of Salesagents 
Responses Test l Test 2 


extremely useful 4 t/ 
some use 6 4 
undecided 0 0 
Pvttlevdse ui 0 
of no value 2 2 


Total Responses 3 Ls 


——————————— 


Mailers. Direct mailing to prospective clients 
is an old method of making new contacts. The effective- 


ness of this method of advertising to obtain listings 
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is tabulated in Table 38. It seems apparent that mailers 


were not considered important as a means of obtaining 


listings. 
TABLE 38 
USEFULNESS OF MAILERS TO LISTINGS 
Number of Salesagents 

Responses Test 1 Test 2 
extremely useful 1 1 
some use 5 9 
undecided 2 1 
little use 3 1 
of no value 2 1 
Total Responses hs) iL) 
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Radio/T.V. Radio and T.V. advertising was not 
considered important by the respondents in test 1 or 
test 2. Only a slight change had developed in the 


responses. Table 39 illustrates the changes. 


TABLE 39 


USEFULNESS OF RADIO/T.V. TO LISTINGS 
ooo eeeeeEeeEEEeEeEoOoOoOoOoOoOoOoOoOEOoOoEoEooEoEoEoEoOooEoEoeeEeeeeee—eeoool——eEEE—leeeeee 
Number of Salesagents 


Responses Test 1 Test 2 
extremely useful 2 3 
some use Z 2 
undecided 2 ik 
little use 4 5 
of no value 3 2 


Total Responses 13 i3 


Overall, Radio and T.V. advertising is not 


considered a valuable aid to obtaining listings by 
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most salesagents. 

The inclusion of advertising techniques ina 
study of this nature was to discover if some techniques 
were viewed by salesagents as more useful than others. 

As can be seen from the results, in all cases except 

for radio and T.V. advertising, the responses were more 
positive in test 2 than in test 1. It is anticipated 
that the changes in the responses are due to the training 


sessions. 
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CHAPTER 4 
SUMMARY OF RESULTS REGARDING SALES 


Due to the nature of the research undertaken, 
one evaluation of many of the variables studied can be 
used to make inferences about their affect on obtaining 
listings and sales. Therefore, in the interests of 
expediency and readability many of the tabulations were 
not repeated in this chapter. Rather a reference was 
given to the appropriate table and page number in 
Chapter 3 when data were needed for a presentation, or 
to make a point. The only tables produced in this 


chapter were those that pertained specifically to sales. 


Proposition 1: Work Habits Affect Sales 
The work habits of the individual salesagents 

was believed to affect sales performance. As with 
Listings, the following variables have been determined 
to be of value to this study and will be discussed: 

Hours of Work 

Type of Work 

Amount of Routine 

Amount of Planning 

Number of Calls 


Listing Service Preference 
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Again, each variable was tested by the use of 
at least one question on the Salesagents General 


Questionnaire. 


Hours of Work. (Tablewly ps 57). As shown sin 
this table, there was no appreciable difference between 
the average number of hours worked per week in test 1 
and test 2. Many salesagents expressed the view in 


their comments on the questionnaires that hours of work 


were very difficult to estimate due to the nature of the 


occupation. Much unproductive time was spent driving 
to and from appointments and in "prospecting" for new 


clients. 


iype Of WOrk-) |Thestype Ol sworkeactivicy done 

by salesagents was measured in percentages. This 

allowed for a continuum from 0 to 100 per cent for each 
activity. As can be seen in Tables 2 and 3 (pp. 37-38) 
there was a high concentration of salesagents who 

responded with low number of hours to the functions of 
administrative work and obtaining listings. The third 
type of work activity was selling. Table 40 summarizes 


the results of this question. 


Amount of Routine. Work routine was antici- 
pated to affect sales performance. A summary of the 
amount of routine in weekly work is shown in Table 4 


(p. 39). Although there was a strong tendency toward 
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TABLE 40 


HOURS OF WORK PER WEEK ON SELLING ACTIVITIES 
—VaeaeeSaxaHaeaeaoasssaeeece 
Number of Sales Agents 


Hours Test 1 Test 2 
0 - 9 8 6 
10 - 19 0 4 
20 - 29 4 2 
30 or more a iT: 


Total Responses 13 L3 


routine in selling, many agents suggested the selling 
activity in itself was not routine. They felt that 
"routine" in the real estate industry must have a broad 


definitional scope in order to be meaningful. 


Amount of Planning. The work habits of an 
individual include the amount of planning that the per- 
son does. The tabulation of the questionnaire results 
show that a large proportion of the respondents in both 
test 1 and test 2 prefer to plan only a few days or less 
ahead (Table 5, p. 40). Planning work functions was 
important to obtaining listings as well as to selling. 
It was assumed that those persons who planned their work 
in advance would be more effective and therefore more 
successful in sales. However, as will be discussed 
later, there was no apparent relationship between income 
and the amount of planning done by salesagents. Con- 
versations did reveal however, that a great deal of 


"informal" planning was done by many agents. In this 
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way they informally planned up to a week in advance. 


Number of Calls. The number of calls made and 
the type of calls made should have had a significant 
impact on sales. Personal contact is the basis of sales. 
As shown in Table 6 (p. 41) most salesagents made ten or 
fewer personal..contacts periday win ‘test 1; andwby test 2 
most agents made more than ten personal contacts per 
day. There was a great deal of emphasis placed on the 
personal contact as an important aspect of selling in 
the films. It is anticipated that the change in 
responses was due to this emphasis in the training 
program. 

The use of telephone contacts (Table 7, p. 42) 
was shown to exhibit no particular trend during this 
research. Informal conversations with salesagents did 
reveal that making contacts by telephone was viewed as 
much more useful in obtaining listing contracts than in 
selling or making sales contacts. This was consistent 
with the data collected in open-ended questions on the 
Salesagents General Questionnaire and the Salesagents 


Film Questionnaire. 


Listing Service Preference. Because of the 
structures of listing service payout techniques, it was 
anticipated that sales would be affected by the listing 
service used. While it was shown in Table 8 (p. 43) 


that most salesagents in this study preferred to use 
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their own company's listing service, it was interesting 
to note that it was married salesagents who preferred to 


use M.L.S. 


Proposition 2: Client Relations Affect Sales 


As in Chapter 3, Client Relations was felt to 
directly affect the remuneration of the salesagents. 
Since sales are one component of the remuneration an 
agent receives, client relations should therefore be 
expected to affect remuneration by influencing the number 
of sales made. Several variables were discussed regard- 
ing client relations: 

Providing Extra Services 
Availability to Client 

Speed of Closing Sales 
Telephone vs. Personal Contacts 


Peicing eLolicy: 


Providing Extrayoervices: ‘Table 9) (p. 45) )in 


Chapter 3 outlined a frequency distribution of the agents 
who provided extra services or gifts to buyers. Table 9 
indicates that most agents did provide extra services. 
However, there were two interesting developments which 
became evident from statistical analysis. First, all 
younger salesagents answered the question positively. 
Second, females preferred not to provide extra services 
to their clients. This will be described more fully 


in Chapter 5, where the linear relationships between 
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variables is discussed. 


Availability to Client. An agents availability 


to clients was expected to affect sales. In Table 10 


(p. 45) it was noted that most salesagents were avail- 


able to clients at least five days and evenings per week. 


Open-ended questions and conversations disclosed that 
salesagents felt it was extremely important to be avail- 
able at all times for clients wanting to purchase a 
property but less important for those selling property 


and for those listing property. 


Speed of Closing. “The amount Of time required 
to close a sale was deemed to have an affect on client 
relations. As shown in Table 41 below most salesagents 


required less than two hours to close a sale. 


TABLE 41 


SPEED OF CLOSING A SALE 


Number of Salesagents 


Time in Hours Test l Test 2 
0O-1 6 4 
1-2 4 2 
Pe Re) 2 0 

more than 3 a Z 


en  —————————————————————————————————————— 


Total Responses ins} 8 
peti eg es 8 5 ee ee ee 
Average Time Us 8) 220 


oo eee ——eeeeeeeeeeoooaoaoaoooooQoaq®qoooooouququqoououoauaaeeeeeeeeeeeeeeaSSS00SSa_*" 


In conversations, it was revealed that sales- 
agents talked to an average of six customers before 


they were able to close a sale. It was noted by several 
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salesagents on the questionnaires that the closing of a 
sale was not an easily identifiable process. Some 
agents viewed the closing of a sale as a separate part 
of a sales presentation, while others felt that the 
closing of a sale was a part of the whole sales process 
and as such was difficult to define in terms of hours 


and minutes. 


Telephone vs. Personal Contacts. When contact- 


ing prospects, it was felt that agents would generally 
have a preference for one mode of communication over 

the other. The frequency distribution in Table 12 (p. 47) 
showsathatathesuse,ot.the,trainingsiadLmseincreasedethe 
use of personal contacts over telephone contacts. Two 
other relationships became evident as a result of further 
analysis. It was found that younger salesagents pre- 
ferred to use the telephone more than did older sales- 
agents. The other relationship which became evident 

was between marital status and the communication device. 
Married salesagents were more likely to use personal 


contacts than unmarried salesagents. 


Pricing, Policy walt waseanticipatedscthacs the 
method by which a salesagent priced a property for 
listing would affect the number of sales made. The 
importance of obtaining realistic offers for homes was 
almost universal among all sales personnel. Table 42 


shows the results of this question. Note the added 
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emphasis on positive responses as a result of the train- 
ing course. The importance of realistically pricing 

property and obtaining realistic offers had no relation- 
Ship with any other variable. It was uniquely positive 


and independent. 


TABLE 42 


PRICING NEAR MARKET VALUE (SALES) 


Number of Salesagents 


Responses Test l Test 2 
extremely important 4 8 
important 9 =) 
uncertain 0) 0 
Total responses 13 13 


Proposition 33s+=Personal Image Affects Sales 


Personal Image should affect sales ability in 
much the same manner as it would affect listing perform- 
ance. The attitudes of agents towards the variables in 
this proposition have been presented in Chapter 3. The 
variables are: 

Attitude toward Company 

Attitude toward Industry 

Attitude toward Real Estate as an Occupation 
Occupational Desirability 

Appearance 


Education. 
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Attitude toward Company. Table 14 (p. 49) in 
Chapter 3 provided a distribution of the attitudes of 


the salesagents toward their own company. The sales- 
agents attitudes toward their company were also antici- 
pated to be a variable which would affect sales perform- 
ance as well as listing performance. The positive 
results were almost universal. Salesagents revealed in 
written comments that a positive attitude was essential 


in a sales oriented industry. 


Attitude toward Industry. Tables 15 (p. 50) and 
16 (p. 51) provided a distribution of opinion regarding 
the attitudes of salesagents toward the industry. Fur- 
ther analysis revealed relationships linking age and 
marital status to attitudes toward the industry. It 
was found that young salesagents made up the group who 
thought that some agents were incompetent. Older agents 
were more moderate in their responses. As well, 
married salesagents were generally less critical of 
other agents in the industry than were the young sales- 


agents. 


Attitude toward Real Estate as an Occupation. 
inechapter™3, Tables 17 and 18 (p. 52) documented the 
responses of the salesagents attitudes toward real 
estate as an occupation. There were two questions per- 


taining to this variable on the Salesagents General 
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Questionnaire. The positive results to the questions 
should perhaps have been anticipated to strengthen over 
the length of the course since intuitively those sales- 
agents who liked their occupation would be more likely 
to continue with the training. Indeed, as was mentioned 
in Chapter 3, those salesagents who did not complete 


the course showed more negative responses to this question. 


Occupational Desirability. The measurement of 
the extent to which a salesagent would like to remain in 
real estate as a career was the object of this variable. 
As in the above case the responses were all positive 
to the question on the questionnaire. No one group was 
shown to be more likely to remain in real estate as a 
career, but the statistical analysis showed that women 
were more likely to leave the industry than men. The 


results were shown in Table 19 (p. 53). 


Appearance. The assessment of the effect of 
appearance on sales was positive. Table 20 (p. 54) shows 
that in both test 1 and test 2 response 1 was chosen in 
over 83 per cent of the cases. It is evident that sales- 
agents regard appearance as an important factor in 


sales success. 


Education. Education was discussed in Chapter 3 
(Table 21, p. 54). It was discussed in relation to other 


variables as they occurred throughout the study. 
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Proposition 4: Product Knowledge Affects Sales 
A salesagents knowledge about the product he 

sells should affect his performance. The more knowledge- 
able the sales personnel, the more effective and shaees 
fore the more successful they should be. The variables 
discussed were the same as those discussed for Listing 
performance: 

Legal Knowledge 

Characteristics of Property 

Characteristics of Neighborhood 

Concentration of Sales 

Training Level in Company 

Training Level in Industry 


Experience in Real Estate. 


Legal Knowledge. The frequency distribution of 
responses to this question appear in Table 22 (p. 56). 
The responses showed that most agents were fairly con- 
fident of their ability concerning legal matters. It 
was the inexperienced sales personnel who responded with 
the scores indicating they felt least confident about 
legal knowledge. That is, the more experienced the 
salesagent the more confident he was concerning this 


variable. 


Characteristics of Property. Table 23 (p. 56) 


outlined the distribution of responses to the question 


of inspecting property before attempting to sell it. By 
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far the majority of salesagents preferred to inspect 
property before attempting a sale. In both the results 
concerning sales and those concerning listings inspect- 


ing property was shown to be important. 


Characteristics of Neighborhood. As with 
property characteristics, positive responses were found 
regarding this variable. Table 24 (p. 57) shows the 
distribution of answers to this question. Married 
salesagents placed more importance on inspecting the 
neighborhood in which homes are listed than did single 


salesagents. 


Concentration of Sales. The concentration of 
sales in one geographic area or neighborhood was 
expected to provide a sales advantage to an agent. In 
Table 25 (p. 58) the responses categorized show that 
most agents did concentrate their sales. The trend is 
not universal however, and a few very strong negative 


responses were recorded. 


Training Level in Company. As in Chapter 3 the 


responses to this question were overwhelmingly positive. 
It was perhaps because many agents had no reference point 
for comparison of training programs. The responses are 


shown in Table 26 (p. 59). 


Training Level in Industry. A central tendency 


was evident in responses to this question. There was a 
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small majority of respondents who felt that the level of 
training in the industry was inadequate. Table 27 (p. 60) 
and Table 28 (p. 61) show the results of the two ques- 


tions which were designed to measure this variable. 


Experience in the Field. Experience in the 


field was documented in Chapter 3 in Tables 29, 30 and 
31 (p. 62). Since experience was one of the parameters 
of the statistical analysis it will be discussed in 
conjunction with the other variables as it occurs. By 
far the majority of the salesagents involved in this 
study have been in real estate industry for less than 


a year. 


PErOpOstcIOn oc AGVErtrising  fechhniquessArLect oales 


The effect of seven advertising techniques on 
sales performance was measured by a tabular question on 
the Salesagents General Questionnaire. The techniques 
are listed: 

Referrals 

By Owner Ads 
Signs 

Open House 
Cold Calis 
Mailers 


Radio/T.V. 


Evaluation of the effectiveness of these tech- 


niques was made separately for sales and listings. The 
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results for sales effectiveness are tabulated below. 


Referrals. Agents considered referrals as 
vital in promoting sales. The responses are similar to 
those tabulated for the usefulness of referrals in 
promoting listings found in Table 33 (p. 64). Table 43 


shows the distribution for sales. 


TABLE 43 


USEFULNESS OF REFERRALS TO SALES 


Number of Salesagents 
Responses Test 1 Test 2 
extremely useful a! a 
some use 
undecided 
little use 
of no value 


(IS eay= 
SoOOONF, 


Total Responses 53 13 


By Owner Ads. Table 38 (p. 67) summarizes the 
responses for the effectiveness of looking for, and 
following up on "by owner" ads in selling. Note that 
the distribution is much more difuse than for the 
previous variable. Although there is a convergence of 
responses in test 2, the opinions are quite evenly 


divided on the usefulness of this technique to selling. 


Signs. ©The usefulness of sings in real estate 
sales received the most positive responses of any of 
these seven advertising techniques. Table 45 shows 


the results of the questionnaire. 
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TABLE 44 


USEFULNESS OF BY OWNER ADS TO SALES 
eee 
Number of Salesagents 


Responses Test l Test 2 
extremely useful 1 0 
some use 4 6 
undecided 2 2 
little use 4 5 
of no value 2 0 
Total Responses 1S} 1s 
TABLE 45 


USEFULNESS OF SIGNS TO SALES 
i — 
Number of Salesagents 
Responses Test l Test 2 


extremely useful 10 
some use Z 
undecided 7 
little use 0 
of no value 0 


OOF WW 


Total Responses i3 aS 


Open House. Agents responses to this technique 
are shown in Table 46. While most agents felt open 
houses were valuable, it was not ranked as nearly as 


useful as signs. 


Cold Calls. Cold Calls were stressed during 
the training sessions as a very effective advertising 
technique. Table 47 illustrates that as a result of 


the training sessions the responses became more positive. 
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TABLE 46 


USEFULNESS OF OPEN HOUSES TO SALES 
=oeSSaeEeEeEeE»~Eumn_~— — EELS 
Number of Salesagents 
Responses Test l Test 2 
peace eee liad eet eR PS eo Se nd Aa dive ea Se sete 2S 


extremely useful 7 8 
some use 5 4 
undecided ak ui 
little use 0 0 
Total Responses 13 13 
TABLE 47 
USEFULNESS OF COLD CALLS TO SALES 
Number of Salesagents 

Responses Test l Test 2 
extremely useful 2 6 
some use 5 3 
undecided 3 0 
little use 2 2 
of no value uF Z 
Total Responses 1S} 13 
Median Response Bei 2376 


The median response was reduced from 3.2 in test 1 to 
2.7 in test 2. Neither age nor experience exhibited 
any direct relationship with the use of cold calls in 


selling. 


Mailers. Table 48 shows that sales personnel 
regarded the use of mailers in advertising as fairly 
unimportant in test l. By test 2 however, about half 


of the salesagents were receptive to the idea of mailers. 
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The change can be attributed to the emphasis on innova- 
tive advertising methods in the training sessions and 


subtle references to mail advertising. 


TABLE 48 


USEFULNESS OF MAILERS TO SALES 


Number of Salesagents 


Responses Tester. Test 2 
extremely useful 0 i 
some use 3 6 
undecided 5 ut 
little use 4 4 
of no value 0 1 
Total Responses b3 13 


Radio/T.V. Advertising in radio and television 
has not traditionally been an effective tool in real 
estate sales. This statement was verified by the 


results of the question as tabulated below. 


TABLE 49 


USEFULNESS OF RADIO/T.V. TO SALES 


Number of Salesagents 
Responses Test l Test 2 


extremely useful 1 0 
some use 4 6 
undecided 1 1 
DuEtle use 5 4 
of no value 2 2 
wo ste is a Dice enc a et tA II IS Ma crt nnn aE 


Total Responses Ie} ks 
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No substantial trends were evident regarding 
the usefulness of radio and television advertising. It 
appears that agents are fairly uncommitted in terms of 


its effectiveness in selling. 
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CHAPTER 5 
SUMMARY OF KENDALL RANK-ORDER CORRELATION COEFFICIENTS 


This Chapter will discuss the relationships which 
exist between the variables discussed in the previous 
Chapter. Each proposition will be analysed as a separate 
unit to determine if the variables used to measure it are 
internally consistent. The analysis is intended to show 
that the variables used in each proposition are indeed a 
measure of that proposition. 

Kendall rank-order correlation coefficients (Tau) 
were used to measure the interrelationships between vari- 
ables in each proposition. In addition, all variables were 
tested for relationships with six basic parameters in this 
study: age, sex, marital status, income, education and 
experience. Because of the number of calculations involved 
in this analysis, only those relationships which exhibited 
a coefficient of T20.2500 have been reported as interest- 
‘Wats These interesting relationships will be discussed 
in order of the variables as listed in each proposition, 
beginning with proposition 1. Wherever possible, the data 
has been been placed in tabular form and for a more read- 


able presentation all signs have been removed from the 


correlation coefficients. 
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Proposition 1: Work Habits Affect Listings/Sales 

There were six variables used in determining the 
effects of the training program on oe Habits. The Tau 
correlation coefficient provides an indication of the 
strength of the relationship between the variables investi- 
gated. An analysis of the coefficients will aid in deter- 
mining if the variables listed under Proposition 1 should 
be categorized as Work Habits. The results of the Kendall 
rank-order correlation coefficients for Proposition 1 are 
shown in Table 50 

The table shows that eleven of the fifteen com- 
binations of variables related at a level of T20.2500. 
The variable type of work showed that no relationship 
existed between it and the amount of routine and the 
amount of planning done by an individual salesagent. This 
result indicates that the type of work (administrative, 
selling, or obtaining listings) should perhaps be included 
under a separate proposition heading. As well, the amount 
of routine used by salesagents does not relate to the 
amount of planning or the number of calls made. There may 
be several explanations for this result. The amount of 
routine may be looked upon as a substitute for planning by 
many salesagents. That is, a highly structured routine 
may preclude the use of planning and hence the number of 
calls that will be made. Although these relationships do 
not exist statistically they were a "salesagents view" 


of those factors which describe Work Habits and were 
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EHereroOre; grouped into Propositions. 

Several interrelationships of variables were 
evident concerning Work Habits after the Kendall rank- 
order analysis of all variables was completed. The amount 
of routine normally used by salesagents was found to be 
positively related to the inspection of property. This 
means that those agents who used a routine regularly were 
more likely to inspect a property before showing it. 

This relationship was very strong (T = 0.4045) .4° Another 
relationship was found between the planning work in 
advance and the number of contacts made by telephone each 
day. It was evident that those agents who constructed a 
plan for work in advance included a specific number of 
telephone contacts in the work pattern (T = 0.2832).°° 
This data confirms the relationship found in Table 50. 

An interesting relationship was evident between 
age of respondent and the use of the telephone. Respond- 
ents less than 30 years of age preferred to use the 
telephone (T = CR EEDY whereas older respondents pre- 


ferred personal contact. This was confirmed by the 


results shown in Chapter 3. 


Proposition 2: Client Relations Affect Listings/Sales 


There were five variables used in assessing 
Client Relations in this study. Of these variables two 
had two questions each on the Salesagents General 


Questionnaire. These were speed of closing and pricing 
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policy. Each of these variables had to be interpreted 
separately for listings and sales and therefore the two 
questions resulted. The strength of association between 
these variables is- shown in Table 51. 

In this proposition, twelve of the twenty-one 
combinations related well to each other. For two relation- 
ships there was insufficient data to calculate a Tau 
value and for seven of the variables the relationships were 
less than T20.2500. The availability of a salesagent to 
clients has shown no relationships with five of the seven 
variables in the table. It became evident that the avail- 
ability of a salesagent to his clients was not a variable 
descriptive of Client Relations. This variable was 
deemed to be important by salesagents in numerous comments 
and informal conversations and upon further analysis it 
became clear that this variable should not have shown a 
relationship with many of the others. For example, the 
availability of a salesagent to his clients is an event 
exclusive of the pricing policy used by the salesagent in 
making sales or obtaining listings. The statistical 
analysis supports this description. It must be assumed 
therefore that this variable more correctly belongs in 
another proposition or that the questionnaire was struc-— 
tured in such a way as to destroy any relationships which 
might have existed. 

The statistical analysis shows that even though 


the trend to provision of extra services remains strong, 
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there were definite segments of the sales force population 
which use the technique. For example, an examination of 
the six parameters of this study showed a relationship 
between experience and this variable (T = (mes 260, The 
relationship states that the salesagents with the least 
experience (less than 1 year) are more likely to provide 
extra services than are more experienced agents. A rela- 
tionship was also found between more experienced agents 
andsavailability to clients (T= 0.2892).7° There was 


however, no relationship found between age, experience and 


total sales. 


Younger salesagents showed a marked preference for 


the use of the telephone (T = 0.4848) 48 and a cross- 
tabulation indicated that it was young single salesagents 
who most used the telephone for contacting clients. A 
further relationship showed that the more experienced the 
agents were, the more they felt that listing realistically 
was important (T = OuGe Omi There was also a moderately 
strong relationship shown between age and list pricing 
policy. Those agents over 30 years old showed listing 
"realistically" as more important than did younger agents 
(T = 0.3307).>° 

Of the variables in Proposition 2 only one 
relationship became evident as a result of the calcula- 


tion of the Kendall rank-order correlation coefficients 


for all variables. A positive relationship was found 
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between the amount of training received and the time 
required to close a real estate sale. This is a rela- 
tionship which might have been expected regardless of 
an explicit statement of the correlation, but evidence 


has added much more validity (T = Ome Oven 


Proposition 3: Personal Image Affects Listings/Sales 

The proposition regarding personal image was 
the most difficult to construct. It was designed 
after consultation with many salesagents concerning 
what they felt made up their personal image. Surpris- 
ingly, it is also the proposition which exhibited the 
most internal congruence. As shown in Table 52, only 
One relationship fell below the level of JEESO) Ps Y OO 

The table shows that no relationship was found 
between the salesagent's attitude toward the industry 
and his education. This can be viewed as an important 
finding. In conversations with real estate managers, 
the view was expressed that the level of education of 
the salesforce was a good indicator of selling poten- 
tial. There was no evidence found to support a state- 
ment of this nature in the analysis. In the calcula- 
tions of Kendalls Tau for all variables there were only 
a few relationships linking personal image variables to 
any others. It was found that younger salesagents (less 
than 30) tended to be more critical of their co-workers 
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experienced by new salesagents in achieving a satis- 
factory level of sales. There was a relationship 
between a high level of education and a strong desire 
to remain in the real estate industry (T = TSE) 2° 
Education has been treated as an independent parameter 
throughout this study. It was therefore discussed in 
relation to other variables as they occurred through- 


out the study. 


Proposition 4: Product Knowledge Affects Listings/Sales 


Most relationships which became evident in this 
section occurred within the proposition. Not surpris- 
ingly, the variable which showed the highest probability 
of being related with any other variable was the train- 
ing level in the industry. In Chapter 3 and 4 the 
reluctance of agents to criticise the training level in 
their own firms was discussed. Here, it was found that 
training was related to a number of variables. These 
relationships can be extrapolated to include training 
level in the firm. Although as mentioned no firm statisti- 
cal data are available to prove this statement, a rela- 
tionship was evident between the level of training in the 
firm and the industry. 

Table 53 summarizes the results of the relation- 
ships within the proposition. 

There were six relationships which were not 


evident out of the twenty-one combinations of variables. 


y 


Aa i fa a) ; 
‘f ; id _ L aU 
_ 7 ’ 

x 


e bes av Ie 
4 
TePsene som coi sbeagernh ars eat goa 
wEhieed ott daeriwid ott Bawiins eect aideisey eta, 1% 
~1kea3' ety On b Cthdanaw vere see Aw Boss tos + pated 


ate es ie 3g) 

re faves oe ae eee oily patdidixa fuk’ udiages 20 ? 

teat Bagot eew 42 .oabHl /beeesnaib Ziv ewrah? wo 0 laa | 

saodt gahteixet Bp Yolngs of bovates ane gata | 
Gninieit «tlon) od Bedadogess led iso eqidenotséfex a “eS 

~Laes Sage eri? on berets ain BB Aouad kh ; ivan? odd ak Lovet i 7 
BLOX 6 Lingna tee wkd S919 03 afdnlinve ous pind EB... ie 

ity! fad or aah a beet ws ones axobive enw givenbie’ — 

jy eNaetidaibet ont3 bas mit aE 

sin ss ot vegan eldest ae : - ) 


Pp 
rae 


el 


*siTeuuotysenb uo szequmu uotjsenb 
butpuodsez109 10x Z xtpueddy ees ‘4 ybnozy4 [T setqetzea ‘yp uotATtTsodozg 290an0sS 


°~L aFeTNOTeS OF eReP JZUSTOTFFNSUT soqzeotput ‘ecu 
°00SZ°O ZL FO dtysuotjzejterz e sajzeotput 


% 
eee ee EEE 


edueTtTrAedxs 
¥LT6CE°O AaAsnput 
UT TeAeT Hhututerzz 
*6LL7°O ¥fLVS°0 WAT FZ 
uT TSeAeT Hututearzq 
BL6-0~ <8 bet “0 9960°0 sotes 
JO uotzeAWUSsDUOD 
e605 OnxS9¢38°0 %ECTEL°O x*S¢LE20 pooyzoqyubteu so 
SOTASTASRZOeALYO 
*SS8E°O *€982°O xTO00E°O +S092°0 +*FT87°0 Ajzedoiad jo 
SOTQSTAS_ZOeAPYO 
*cOcG O08 9550°0 ecrsc Om +66 750 £9 LL sO °e*u SbpeTMouy Tebst 
_ ee ee ee cee ee ee ee ee a a a 
Az3zsnpul waty pooy 
ut uT seTes -zoqubten AyzArAedoig 
TeAeT TeaoT jo jo jo 
20u=d But but UuUOT}eAZ SOTFSTA94R SOTASTI53 SsbhbpaTMouy 
-Tazedxq -uUTeAL -uTez, -ussu05 -oezeyud -—oereyud TebeyT 


ee ee a a ee ee eee 
v NOILISOdONd YOd SLNALIOIGAGOO TIVGNay 


€S HIAVL 


see YORDGNGEX 5. £Ok 


gsfs £0 avyenTare a 


La eee aS ae a aaa ae 


mw ¢* ASETSPTSS.T PyLoMey \° 


yeupere ou drcefyTorUs{Le* 


One was the result of insufficient data (legal knowledge 
and characteristics of neighborhood). In this case the 
insufficient data was a result of a number of salesagents 
not answering the question on legal knowledge. The level 
of training in the industry showed no relationship with 
the amount of legal knowledge a salesagent felt he had. 
This perhaps provides an indication of the lack of effec- 
tiveness of the provincial licensing examinations and 
training program. 

Concentration of sales in one geographic area 
appeared to have no relationships with training levels 
and experience but it did relate highly with legal 


knowledge and with property and neighborhood character- 


istics. These results were intuitively acceptable. There 


should be relationships between characteristics of the 
property and neighborhood and the concentration of sales. 
However, the level of training in the firm and industry 
would not necessarily be expected to relate to concentra- 
tion of sales. Perhaps this variable (concentration of 
sales) was not required in this analysis or should have 
been part of another proposition. In conversation with 
managers and salesagents concentration of sales was shown 
to be a relatively unimportant concept. 

It is of interest that it was the less experi- 
enced salesagents who prefer to inspect property before 
listing or selling (T = 0.2950) >° and cross-tabulations 


showed that males are more likely to inspect a property 
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Or neighborhood than females. There were no other 
Significant inter-variable relationships pertaining to 
this proposition. 


Proposition 5: Advertising Techniques Affect Listings/ 
Sales 


Separate questions were designed to measure the 
changes in responses to the usefulness of advertsing 
techniques for listings and sales. The results of the 
Kendall rank-order correlation analysis have been shown 
in Tables 54 and 55. 

The results of these tables show a great deal of 
Similarity between salesagents opinions of the useful- 
ness of the various items to listings and to sales. 
There were several surprising results arising from this 
analysis. In both cases there was no relationship found 
between the usefulness of signs and referrals. These 
items were described by the salesagents as extremely 
important advertising techniques. Similarly, no relation- 
ship was evident between open houses and by owner ads on 
both tables. Again, agents had previously expressed the 
importance of these variables. It can only be assumed 
that some Bree influence has negated the relationship 
or that the questions on the questionnaires were not 
adequate for the intended purpose. For whatwever reason 
these particular results should be questioned. 

In both cases, radio and T.V. as an advertis- 


ing technique did not relate to the same three variables: 
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signs; open houses; and cold calls. It was felt that this 
was a result of the negative attitudes which prevail 
concerning the use of radio and T.V. advertising in real 
estate. This attitude was also evident in Chapter 3. 
Without the item regarding radio and T.V. there would 
have been a considerable improvement in the degree of 
relationship between the variables in this proposition. 

The usefulness of advertising techniques for 
listings and sales did not relate significantly with 
many Other variables in this study. The only major 
relationship which became evident was between the level 
of education achieved and the usefulness of referrals. 
Because of the nature of these variables many combina- 
tions did not result in relevant data and were not 


included in this summary. 


Summary and Conclusion 
This Chapter has outlined the relationships 


of the variables to the propositions. In no cases did 
less than 64 per cent of the variables interrelate 
favourably. Table 56 shows the results of the tests 
on these relationships. 

This data indicates that the variables listed 
under the propositions have indeed provided the required 
information. It also shows the exceptions for which 
explanations have been made. These variables, on the 


basis of the information available to this study, provide 
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a strong indication that the questions on the question- 
naires were effective and that the data groupings 


(propositions) were relevant. 


TABLE 56 


SUMMARY OF VARIABLE RELATIONSHIPS 


Proposition 
uh 2 3 4 5 
number of relationships i 21 5 2 2 
insufficient data 0 2 0 1 0 
number relating* 11 12 is 13 14 


percentage relating* 13 64 87 65 66 


Overall Average -- 713% 


* 
atel20. 2500 
Source: Tables 50 through 55 


Chapter 5 was a description of the analysis used 
to determine the strength of relationships within each 
propositon and the strength of relationships between each 
variable and six parameters. This measurement of the 
relevance of the variables to the questionnaires was 
conducted on the results of test 1. Indeed if the 
evaluation of these relationships had been substantially 
less successful, any further analysis would have been 
biased and the findings would therefore have been 
questionable. 

A comparison between the Tau's for test 1 and 


test 2 was not made because the Wilcoxon paired-sample 
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104 
test provided a much greater degree of Piedra 
The Kendall rank-order correlation coefficient 
was determined to be the most valid test for the measure- 
ment of the relationships within each proposition.>° 
This same test will be used in Chapter 6 to determine how 
each variable in each proposition relates to the major 


sub-questions--Listings and Sales. 


CHAPTER 6 
ANALYSIS OF PROPOSITIONS 


Evaluation of the Propositions 

The previous chapter provided an indication 
that the variables used in this study were related 
internally for the five propositions. This chapter 
will relate variables to the two major sub-groups: 
Listings and Sales. That is, variables which were used 
to measure the propositions will be tested to determine 
if there was any relationship between the variables and 
listings or sales. In Chapter 5 it has been determined 
that the variables are internally consistent and now it 
must be determined if the variables relate well to the 
two major sub-questions. 

For each variable under a proposition heading 
there was one major question on the questionnaire. In 
five cases there was also one or more "check" questions 
which were intended to verify the responses. Because of 
the large number of calculations, in the tables which 
follow, only the major question has been reported. How- 
ever, if a significantly different answer resulted from 
analysing the further questions, then all the answers 


were reported. (See Appendix 2 for question numbers on 
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the questionnaire. ) 

As a result of the limited period of time 
available for this study the two major sub-questions 
could not be evaluated in terms of absolute numbers of 
sales or listings. Further, new salesagents would have 
had to be ignored because there would not have been any 
values to use for comparison prior to the first test. 
Therefore, the variables have been related to questions 
which were more qualitative in nature. There were two 
questions asked of each salesagent: Do you feel that 
your listings have actually improved as a result of this 
course? Do you feel that your sales have actually improved 
as a result of this course? While absolute values may 
have produced a more accurate result, these questions as 
surrogates should provide an indication of the effects of 


the training program. 


TABLE 57 


WORK HABITS RELATED TO PERFORMANCE 


Variable Listings Sales 
Hours of Work 0.4261 0.2613* 
Type of Work 0.4158* 0.3890* 
Amount of Routine 0.1579 0.1468 
Amount of Planning Or2zogo 0.2 Sa 
Number of Calls 0.4348* 0.3261* 
Listing Service 0.2810* wie 
Preference 


esse nnnnn:nhnnhnnnn:nnn Ee 
* 
indicates relationships T20.2500 
n.a. indicates insufficient data to calculate T 
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A relationship was evident between hours of 


work and sales performance. In an industry where much 


Of thevtime spent “on itheWjob" Gin unproductive; eaefinding 


such as this becomes very important. The relationship 
showed that regardless of the unproductive time, the 


salesagents who worked the longest hours felt their 


performance had actually improved. No such relationship 


was found regarding listing performance. There was no 
apparent correlation between the amount of routine used 
by a salesagent in his work and listing or selling 
performance. There was however, a relationship between 
the amount of planning a salesagent did and his per- 
formance. These two findings are not inconsistent. A 
salesagent who plans work in advance does not require a 
routine. It was interesting to note that in both cases 


amount of planning was related to performance, and in 


Chapter 3, salesagents showed a tendency toward a weekly 


routine. All other variables in Proposition 1 were 
related to sales and listing perforance at a level of 


T20.2500. 


TABLE 58 


CLIENT RELATIONS RELATED TO PERFORMANCE 


Variable Listings Sales 
Provide Extra Services ORs UR ehs) Onn 2i7.0 
Availability to. Client OF 2785 0.3497* 
Speed of Closing Ome Oia. 0.5904* 
Telephone vs. Personal 

Contacts Peale hes iF! Ue L082 
PoLoing POLICY Os25 005 0.2864 


*indicates relationships of T20.2500 
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Table 58 shows that the providing of extra 
Services! Or gitts did not relate withieertormance in 
listings or sales. This was consistent with the analysis 
in Chapters 3 and 4 which showed that although most 
salesagents did provide extra services or gifts, few 
believed that this would have any effect on their sales 
or listing performance. The availability of the client 
and the speed of closing a listing or sales contract 
were both related to performance. Both were positive 
relationships although the structure of the questions 
resulted in a negative statistic. There was no differ- 
ence detected in the use of the telephone and the use 
of personal contacts. Experienced salesagents had 
indicated however, that they felt personal contacts to 
be of more value than telephone contacts. In both the 
evaluation of listing performance and sales performance 
the use of "realistic" figures in presentations was 
related to performance. This finding underlines the 
importance of knowledge of the market value of property. 

Although personal image variables were found 
to be the most internally consistent, they did not relate 
well to performance. Table 59 shows that only appearance 
was felt to have any effect on sales or listing per- 
formance. All other variables, including education, did 
not relate to performance. The education variable as 


mentioned previously, was considered by many managers 
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TABLE) 59 


PERSONAL IMAGE RELATED TO PERFORMANCE 
ee — — eee 


Variable Listings Sales 
Attitude to Company OMe 0.0906 
Attitude to Industry 0.1645 OS0187 
Attitude to Real Estate 

as Occupation OiaLI29 Oy 5A 
Occupational Desirability 0.1400 0.1074 
Appearance 0.4201* 074297 
Education 0710338 0.0341 


* 
indicates a relationship of T20.2500 


aS a good indication of performance. The analysis 
showed that no such relationship existed within the 


framework of this study. The proposition concerning 


personal image variables did not appear to affect either 


sales or listing performance. 


TABLE 60 


PRODUCT KNOWLEDGE RELATED TO PERFORMANCE 


Variable Listings Sales 
Legal Knowledge 0.30004 OvSs/ia 
Characteristics of Property OFRELG 6 Oye Pa Set as 
Characteristics of 

Neighborhood 0.2640* 022359* 
Concentration of Sales 033 0107 O52 744% 
Training Level in Firm 0.0964 O2z499% 
Training Level in Industry Om2o30% OR a 
Experience in the Field Oe, Beh Sah 3 Oni 002 


———— Eee 


“indicates a relationship of T20.2500 


The variables in Proposition 4 relate favour- 
ably to the performance measurements. Only three of 


fourteen relationships reported in Table 60 fell below 
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720.2500. Knowledge of the characteristics of a property 
appeared not to have any effect on listing performance. 
This finding confirms earlier analysis which showed that 
salesagents regarded knowledge of the characteristics 
Pigpeopentyeas vital in “dealingswitnicales, buteless 
important when obtaining a listing. The amount of train- 
ing provided by the firm did not show any correlation 
with listing performance. It is anticipated that this 
result is incorrect. In other analysis in Chapters 3 

and 4, and in informal conversations, salesagents described 
the training as helpful in obtaining listings and sales. 
The wording of the particular questions on the question- 
naire may have affected this result. 

The training level found in the industry did not 
seem to relate to sales performance. This confirms the 
analysis in previous chapters. The level of training 
now provided by the industry consists only of a licens- 
ing course. The view that this course was insufficient 
for the needs of salesagents has been expressed often, 
both on the questionnaires and in conversations. 

It was interesting to note that one of the most 
popular methods of prospecting for sales (the use of by 
owner ads) did not relate to sales performance in this 
analysis. For all other variables (except cold calls 


0.2368) there was a relationship evident between sales 


and listing performance. 
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TABLE 61 


ADVERTISING TECHNIQUES RELATED TO PERFORMANCE 


Variable Listings Sales 
Referrals 0.4011* O73259* 
By Owner Ads 0.1409 0.0909 
Signs 0.2926* Omzo2 0% 
Open Houses 0.4263* Ve5252* 
ColdsGalls 0.4148* 0.2368 
Mailers 0.5256* 0.5674* 
Radio/TV. 0.2587* 0.3947* 


* 
indicates a relationship of T20.2500 


Summary 


On the basis of this analysis, four of the 
propositions have been found to have an effect on 
listing and sales performance and one proposition was 


found to be unrelated. The results are summarized below: 


Proposition 1: Work Habits Affect Listings/Sales. 


This proposition was found to be true given the statisti- 
cal analysis. The work habits of an individual sales- 
agent have an effect on his listing and sales performance. 
For listing performance four of six variables showed a 
relationship and for sales performance four of six vari- 
ables showed a relationship. 

Proposition 2: Client Relations Affect Listings/ 
Sales. This proposition was also declared true on the 
basis of the relationships shown. The way that a sales- 
agent interacts with his clients has an effect on his 


sales and listing performance. For both listings and 
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sales, three out of five variables had a Tau value 
Ore 2 0.2500: 

Proposition 3: Personal Image Affects Listings/ 
Sales. Personal image variables exhibited no relation- 
ships with listing or sales performance. On the basis 
of this research it can be stated that a salesagent's 
attitudes and opinions about himself and others did not 
have an effect on his sales or listings. Of the six 
variables for sales and listings under this proposition 
only appearance showed a relationship to performance. 

Proposition 4: Product Knowledge Affects 
Listings/Sales. Five out of seven variables relating 
product knowledge to listing performance showed a 
Significant relationship. Six of the seven variables 
showed a relationship with sales performance. It was 
evident from the analysis that product knowledge strongly 
affected performance. 

Proposition 5: Advertising Techniques Affect 
Listings/Sales. Advertising techniques related better to 
listing performance than to sales performance. Six of 
seven variables related for listings while five of seven 
related for sales. This data provided an indication 
that advertising techniques do affect a salesagents 
performance. 

This chapter provided an analysis of each 
proposition to determine the relationships which exist 


between the variables, and sales and listing performance. 
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It was found that four of the propositions accurately 
described the data and these were therefore "accepted." 
One proposition showed no relationship with listing or 
sales performance and was "rejected." 

Chapter 5 showed that the propositions were 
internally consistent. Chapter 6 showed that four of the 
five propositions had variables which related at a level 
Of0-0-2500"to improved sales orslictings..)in Chapter 3 
the analysis will use these basic findings in an evalua- 
tion of the total effects of the training program on 
the salesagents. 

Chapter 6 evaluated the results of test 1 only. 
The changes in the relationships between test 1 and test 2 
can be more accurately described by the Wilcoxon paired- 


sample test.>” 
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CHAPTER 7 
SUMMARY OF RESULTS OF FILM QUESTIONNAIRES 


Introduction 

The Film Questionnaires were administered 
directly after the showing of each film in each train- 
ing session. Copies of the questionnaires can be found 
in Appendix 2 as Exhibits 3 and 4. These questionnaires 
were intended to provide the researcher with additional 
data concerning the effectiveness of audio-video in- 
house training programs. The respondents completed 
the questionnaires in the same manner as the two general 
questionnaires were completed, and the data collection 
was also supervised in the same manner. Data was key- 
punched, verified and analysed from computer cards in 
the same manner as the other questionnaires. 

Since each film was shown twice, the most 
significant analysis consisted of the differences 
between the responses concerning a single film. However, 
some interesting relationships became evident as a 
result of analysing all the film data as a sequential 
progression. 

The films were shown twice a week, early in 


the morning to the participating salesagents. The 
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attendance at the film showings was fairly constant 
through the first seven sessions. However, on the 
last three film sessions the attendance dropped 
markedly. When the film presentations were begun, the 
weather was cool and snow was still in evidence. How- 
ever, in the last week of the program, the weather 
improved considerably, the snow melted, and the 
attendance dropped. It was anticipated that the fair 
weather encouraged the salesagents to spend more hours 
"on the job" and fewer hours "at the office." This was 
verified by conversations with managers. Summer is an 
excellent time for the real estate industry, and the 
firms encourage their agents to "cold call" in the 
spring to generate new business. 

The summary of attendance is shown below in 
Table 62. 

TABLE 62 
ATTENDANCE AT FILM PRESENTATIONS 
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Session 
1 2 3 4 5 6 i 8 9 10 
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Questionnaire Evaluation 
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The computer program "MARGINALS"~” was used to 


evaluate the data collected on the film questionnaires. 
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There were ten questionnaires each with twenty-eight 
questions. For each question on each questionnaire the 
mean, standard error, median, standard deviation and 
other statistics were calculated. In total over 1,600 
separate calculations were made. Most of these calcula- 
tions did not add appreciably to the analysis of data 
and therefore were not reported. However a summary of 
the means of the responses for each question on each 
questionnaire is provided in Table 63 and a summary of 
the modes of responses is provided in Table 64. These 
two tables exhibit considerable congruence in illustrat- 
ing the trends which developed. 

The film questionnaires were analysed in order 
of the questions 1 through 16. (A copy of the Film 
Questionnaires may be found in Appendix 2, labelled 
Exhibits 3 and 4.) Only relevant data were included 
here and therefore some questions were not represented 
in the analysis. However, the programs used and a 
complete data list have been included as Appendices to 
this research. 

The films were new to most of the salesagents. 
This was evident in the mean responses for the films. 
Sessions 4 and 9 which showed the same films and 
sessions 5 and 10 which showed the same films were very 


new to the group. Only three salesagents had seen these 


films before. 
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TABLE 63 


MEANS OF RESPONSES FROM FILM QUESTIONNAIRES 


Question Questionnaire Number 
Numbers 2 3 4 5 6 i 8 9 10 
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TABLE 64 


MODES OF RESPONSES FROM FILM QUESTIONNAIRE 


Question 
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In the following discussion, the questions 
being analysed will be noted in brackets. As was men- 
tioned, only data which exhibited congruence to earlier 
analysis or marked differences from it was reported. 

The question numbers refer to the Salesagents Film 
Questionnaire which is included in Appendix 2 of this 
report as Exhibit 3. 

In general, sales personnel favoured the view- 
ing of the films again. The mean became lower during 
the second showing of the films indicating a stronger 
desire to repeat the films. The mode remained con- 
stant (02). 

Agents showed surprising consistency in suggest- 
ing that the time period for a repeat of a film should 
be between three weeks and a month. Responses did not 
change appreciably over the five week period (Q3). 

In all five of the films, agents found informa- 
tion which they thought would be helpful to them increas- 
ing their performance. The agents verified this view 
by showing a fairly strong response to the questions 
concerning the actual increases in sales and listings. 

In all cases salesagents felt that the sessions were 
helpful in improving their actual performance (Q5-Q8). 

No significant results were obtained in defining 
who benefited most from a training session of this 


nature. Most agents felt that everyone--both new and 
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established salesagents--would benefit (Q9). 

In all ten questionnaires the responses to the 
general quality of the film were positive. In all cases 
the respondents felt that the films were better the 
second..time than. the» first. Thasmindicatesmthat! a 
repeat viewing allows sales personnel to "see things 
they.missed the first time", (O10). 

Universally, the sales personnel tested felt 
that the best time to show the films was in the early 
morning before a daily routine starts (Q11). The films 
were all approximately twenty minutes long and agents 
felt that this was "about right" for the length of a 
training film (Q12). However, in all cases agents res- 
ponded that there was a need for some discussion after 
the films. Because of the time allowed for the showing 
of films discussion was generally very short and the 
sales personnel indicated a need for discussion in 
comments on the questionnaire as well as in answers to 
the question (Q13). 

Not surprisingly, sales personnel evaluated the 
following items highly in all cases: Obtaining Listings, 
Sales Aids, Advertising, Legal Knowledge and Product 
Knowledge (Q14). 

Obtaining ioe niae was judged to be the most 
important factor in the success, of a Real Estate sales 


person. Product knowledge was described as second most 
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important with the other factors following closely in 
importance (Q15). 

The series of questions regarding the effec- 
tiveness of the films in covering certain items was 
designed as a check question. Naturally, some films 
covered certain areas better than did others and the 
researcher was aware of this fact. If responses to all 
the questions had been positive it might have shown a 
tendency toward circling the more positive number and 
feeding results which the salesagent felt the researcher 
wanted. Although there were few really negative 
responses, there was enough dispersion in answers 
between films to show that indeed the films were evalu- 
ated independently by each salesagent (Q15). 

One of the most important questions on the Film 
Questionnaire dealt with the review of some of the fun- 
damental items in selling real estate. Surprisingly, 
the agents tested here felt that a review of these items 
was necessary every three to four weeks. The items are: 
Obtaining Listings, Sales Aids, Advertising, Legal 
Knowledge and Product Knowledge. The comments on the 
questionnaires revealed that agents felt that at least 
Once a month and continuously there should be a review 
session involving some items of importance to the indus- 
Ery.—eOteall the findingspingthesresearchethic 1s 


perhaps the most significant. Sales training, as 
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mentioned in early chapters typically consists of only 
the real estate licensing course and in some instances 
an on-the-job training program of variable quality and 
length. The film questionnaire shows that salesagents 


want to have training programs accessible at recurring 


intervals on a continuous basis. 


General Comments 

The Film Questionnaires contained space for 
comments and some of the more significant are noted here. 

Eleven salesagents remarked on the fact that 
the films were out of date for today's market and prices. 
This is a valid criticism and worthy of note. Newer 
films were either screened out as inappropriate, too 
long or too costly, but the resulting presentations 
suffered only minimally. 

The films seemed to have a generally positive 
affect on sales personnel. Seven agents stated that 
the films "made me feel important" or "have helped to 4 
improve my mental attitude." Four agents responses 
included other general statements about attitude and 
self-image, and one remarked that "production is 
improving... 

Five of the replies confirmed that agents felt 
the films were effective and should be repeated. "Can't 
see these films too many times" and "Serves as a needed 


refresher for your methods" were two of the six state- 


ments to that effect. 
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There were critical statements concerning the 
training package as well. At least two agents sug- 
gested a more "Canadian" content would improve the 
films. However, it was doubtful that the small differ- 
ences in the marketing of properties between the U.S. 
and Canada would have added substantially to the value 
of the films. The only major differences which might 
have been of some value concerned the legal aspects of 
real estate. Since these were not part of the training 
session this criticism was considered to be outside the 
scope of this study. 

Three salesagents suggested that the films 
should be "more specialized" and should "stress funda- 
mentals." On further investigation it became apparent 
PNeatecicosescr ti Gl Sinsecane iBone wesalesaycnt sr aussi 
was anticipated that the films where these comments 
occurred, more than one topic was discussed and these 
new salesagents felt "flooded" with information. Most 
other salesagents agreed with the researcher that the 
One or two topics covered in most films caused few 


problems. 


It was stated by at least nine of the partici- 


pating salesagents that the upgrading of the provincial 


licensing requirements was essential. The training 


provided presently produces "too many unqualified sales 


personnel." These people are "uninformed and unethical 
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and damage the image of the professional realtor." 

Finally, all thirteen of the salesagents who 
completed the training course stated in comments as well 
as in the questionnaires that follow-up courses are 
needed in the industry. The problem of the reduction in 
the sample size must be evaluated here, in light of the 
overwhelmingly positive responses reported. One real 
estate manager stated, "It is precisely those individuals 
who didn't finish the course who should have stayed." 

It may be anticipated that more negative replies might 
have been placed in the comments of the drop outs. 
However, in view of the manager's comments, these negative 
responses would not have added substantially to this 
analysis of the films. 

The fact that the firm studied in this report 
uses training films extensively should add credibility 
to the responses of the salesagents. These agents have 
been exposed to training films and seminars in the past 
and are therefore better able to make qualitative 
assessments of the sessions. This fact allowed the 
researcher the luxury of "believing" the responses 
and not having to make biased interpretive evaluations 


for much of the data. 
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CHAPTER 8 
PAIRED SAMPLE ANALYSIS 


In Chapter 5 it was shown that with the use of 
the Kendall rank-order correlation coefficients, that 
all the propositions were internally consistent with 
respect to its variables. Chapter 6 showed that the 
propositions in four out of five cases related strongly 
to the two sub-questions regarding improvement in list- 
ings and sales. Chapter 7 showed through a descriptive 
analysis that salesagents felt that the training course 
had been valuable. In this chapter the paired sample 
analysis was intended to provide a measure for the 
effects of the total audio-video in-house sales training 
program on the salesagents. 

The Wilcoxon Matched-Pairs Signed-Ranks Test 
was chosen for analysis for a number of reasons. Siegel 
has stated that for a small sample the efficiency of the 
Wilcoxon test approximates 95 per cen cna Unwaddaselon, 
the Wilcoxon test provides a good test of both the 
Magnitude and qirectiontes Furthermore, it is one of 
the easiest and most statistically valid of the paired- 
sample tests and therefore fits extremely well with the 


information gathered at two time points from the same 
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individual. (A matched pair of Se ape 

The Kendall Rank-Order Correlation Coefficients 
and the Wilcoxon Matched-Pairs Signed-Ranks Test has 
provided a degree of validity to this research by the 
Similarity of their assessments of the training. The 
Kendall's Tau values provided an internal and micro 
analysis of the propositions and questionnaires, while 
the Wilcoxon Statistic provided an overview of the 
effects in a cumulative fashion. It is suggested that 
the results of this study be viewed with the knowledge 
that the application of these two tests has provided 
positive results. 

The Wilcoxon Matched-Pairs Signed-Ranks Test 
is a very useful technique for the social science 
teeevasen ae Lie swasstes tawhichwmeasures mt nemoseerer— 
ences between a matched pair of samples in two unique 
conditions. Usually a measurement is taken at time 
period 1, and an experiment is conducted. Then, a second 
measurement is taken at time 2, and the matched pairs 
are analysed. Siegel has provided an excellent descrip- 
tion of the statistical Cechniquenee 

In this research the paired samples were the 
salesagents who completed the Salesagents General 
Questionnaire at both the beginning and end of the 
training sessions. From the original twenty-five agents 
who started the training sessions, only thirteen com- 


pleted the questionnaire the second time. Thus, there 
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were thirteen matched pairs of data (test 1 and test 2) 
analysed by the Wilcoxon paired sample methods. 

The statistical analysis produced the results 
shown in Table 65. The "T" represents the Wilcoxon 
Statistic and the "N" shows the number of non-zero 


Paims=in@that, particular set, of data- 


TABLE 65 


AGGREGATE WILCOXON MATCHED-PAIRS SIGNED-RANKS ANALYSIS 


Pair Number ae N Hy (at 5%) 
ul LORS abst reject 
B 62.5 4 * 

3 29 Ly) reject 
4 Pie vee: 22 reject 
5 35515 ies! reject 
6 ‘dU 10 reject 
tj Od La] accept 
8 34.5 LY reject 
9 48.5 20 reject 
10 20.5 Wy) accept 
el Pa 10 reject 
12 2650 ily reject 
ES) 615.0 18 accept 


* N too small for significant result 


9 reject Hy 3 accept Hy 1 insufficient N 


Source: Thirteen matched pairs of answers to Sales- 
agents General Questionnaire 
As mentioned in Chapter 1, the conceptual 
hypothesis was structured to state that a change does 
occur. This was done for the sake of readability. It 
would be simpler to discuss research in terms of positive 


changes rather than discuss it in terms of no change. 
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While the conceptual hypothesis was worded in the 
"positive" for simplicity, a return must be made here 
to the more mathematically correct method of discussing 
hypotheses in order that the Wilcoxon statistics may be 
analysed. The column ny shay in Table 65 shows whether 

Or not the null Hy cot Hees of no change between test 1 
and test 2 has been accepted or rejected. 

The significance of these results is that by 
rejecting the null hypothesis of no change the alterna- 
tive hypothesis must be accepted. In this case the 
alternative hypothesis was that a change occurred in 
thes responses, as ayresult of the training Sessions: 
Because these were matched pairs of data, it was the 
changes which took place as a result of the training 
session that caused the hypotheses to be accepted or 
rejected. The training sessions had a measurable affect 
on one of the pairs, no measurable affect on three of 
the pairs and one sample pair was discarded because of 
too few non-zero differences. 

This data indicates that the training sessions 
did have an affect on salesagents. Their attitudes 
and opinions did change over the five week period. This 
analysis confirms the results of the film questionnaire 
analysis found in Chapter 7. 

The Wilcoxon test was also administered 


separately on each of the propositions. However, the 
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numbers of non-zero pairs became very small in most 
cases negating the results (Appendix 6, Exhibit 1-5). 
The small number of non-zero differences reveals tenden- 
cies toward no change in the questionnaire responses, 
thus indicating that in smaller analytical units the 
hypothesis would normally be accepted (i.e. no change). 
This break down of the general hypothesis into its 
component parts (the propositions) did not add appreci- 
ably to this analysis. 

Finally, the Wilcoxon test was administered on 
the results of the Film Questionnaires. Since the film 
series consisted of five films each shown twice a 
matched sample was available for analysis. However, as 
in the above case the number of non-zero pairs in the 
analysis became too small for significant results to be 
obrained. The analysis is not included since all pairs 
resulted in insignificant results. 

In, ,order: to .obEain significant results (irom can 
analysis of smaller units such as a proposition or the 
film sample, the range of responses available on the 
questionnaires would have had to increase to at least 
double (14). This would have made definitive choices 
on the questionnaires difficult for the respondents and 
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would have biased the results eccordinc ies 
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CHAPTER 9 


SUMMARY AND CONCLUSIONS 


Summary 


The research undertaken in this study was an 
empirically based pilot project. It depended upon 
observation from a small sample. However, because 
hypotheses were constructed and tested the research 
can also be considered as being experimental. The 
propositions were constructed and tested by the use of 
empirical data. The small sample size necessitated 
that the findings presented should be used only as indi- 
cators of the effects of in-house audio-video training 
programs on real estate sales personnel. 

The study was experimental, descriptive and 
its orientation was micro in scope. Each part of the 
study was an extension of the previous part and no part 
should be evaluated independently of the other parts. 

The problem for research was to determine the 
effects of training on sales personnel. A restatement 
of the original research question is made here: 


Can an audio-video in-house sales training program 
influence the sales performance of real estate 
salesagents? 


Subsequent to stating the research question 


13.0 


= bits prs ‘oii Lys 
wel Feria vai ge ad 


_ 


= $ibetz ° ds slic ih 
juste 
rleckeiry osh stishapegn aaa 4 
ppirsnrinteay cd 
ey - e 


‘big hic aah ona ; 


aah 


131 


an analytical framework was developed in which the 
research was discussed in parts. Two sub-questions 
(hypotheses) were developed. The first sub-question 
concerned improvement in obtaining listings, and the 
second sub-question concerned improvement in sales. The 
two sub-questions together were deemed to be an indica- 
tion of sales performance within the context of this 
research. 

Under each of these major sub-questions the 
variables used to measure the affects of the training 
program were discussed in five major groupings or 
propositions. 

Chapter 3 contained a description of the changes 
which occurred between test 1 and test 2 in the training 
questionnaires for listings. 

Chapter 4 contained the changes which occurred 
respecting sales between test 1 and test 2. 

Chapter 5 provided an analysis of the variables 
within each of the five propositions for listings and 
fOr Sales. ~The results of the Kendall rank-order correla-— 
tion coefficient showed a high degree of internal con- 
sistency in all the propositions. The variables were 
never less than 64 per cent consistent, and the average 
was 71 per cent. This provided a satisfactory basis 
on which to continue the research. 


Chapter 6 evaluated the extent to which the 
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variables in each of the propositions related to actual 
sales and listing performance. It was found that four 
of the five propositions were strongly related to overall 
performance as measured by sales and listings. Only 
personal image exhibited no relationships with improved 
sales or Wlistings: © ‘The findings in Chapters '5 sand 6 
provided the necessary statistical evidence to suggest 
that the questionnaires and the variables were relevant 
to the research project. 

Chapter 7 contained an analysis of the Film 
Questionnaires. This data provided the researchers with 
additional data on the effectiveness of audio-video 
in-house sales training. This material was extremely 
valuable in aiding in the interpretation of the findings 
of the study. 

Chapter 8 provided the results of the Wilcoxon 
Matched-Pairs Analysis. This evaluation showed that 
nine of twelve significant pairs of data assessed the 
training sessions as thaving had wa*positive effect. sThe 
congruence of the Wilcoxon Test and the Kendall's Rank- 
Order Correlation coefficients provided additional support 


for the validity"ofuthis research: 


Evaluation of Results 


The results of this research provide real 
estate firms with an indication of the effectiveness of 


audio-video in-house sales training programs on their 
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Salesforces. Ten propositions were discussed and tested 
using Kendall coefficients, and a concurrent test which 
used Wilcoxon statistics verified the Kendall rank-order 
analysis. Although the sample was small, the data 
generated gives interesting insight into some of the 


factors which affect the sales performance of an indi- 


vidual. The results presented should provide real estate 


firms with a direction for further training and for 
research in this area. 

Two factors which were not analysed in this 
study and which might have added considerably to the 
interpretation of results were the compensation of 
salesagents and number of salesagents per office. 

Compensation of salesagents should have an 
effect on sales performance. It was not researched 
here as it was viewed as being outside of the conceptual 
framework of this paper. The emphasis in this research 
was on the individual. Compensation is a subject which 
must be viewed from the firm's perspective as well as 
the individual's. Combined in a study of employee com- 
pensation must be such factors as commission schedules 
and pay-out techniques. Undoubtedly, the performance 
of individuals was influenced by these factors, and 
therefore major research should be encouraged in this 
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question of optimal office size. Since this research 
was carried out under specific conditions which included 
a large office, it would be interesting to expand the 
research and study offices employing smaller numbers of 
salesagents. 

More research should be encouraged in the area 
oPycontent, of trainingfprograms tormerealiestate. The 
results of this research indicated that audio-video in- 
house sales training is viewed as valuable by sales- 
agents. The next logical step in development should be 
to discover what content is required by real estate 
salesagents. 

Although this research raised many questions 
about further study it did contribute to the knowledge 
of real estate sales performance. In general, the 
research was experimental in nature, micro in scope, 
and limited in scale. However, it did provide an 
interesting and valid analysis of a specific method of 
sales training which should be of some value to real 
estate firms. Naturally, much more research can and 
should be done in this area but it is felt that the 
analysis presented here provides a basic and integral 
step toward a more complete understanding of the 
problem. 

Future research in the area is required to 


provide a broader sample of analysis. The research 
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Should be carried out over a large number of firms and 
for a larger group or several groups of salesagents. 
It may be appropriate to consider a larger number of 
variables for measurement and use factor analysis to 


provide a smaller number as proxies for the research. 


Evaluation of Research Methodology 


The research methodology consisted of the 
administering of a questionnaire before and after the 
training course, and a film questionnaire administered 
after each of ten training sessions. All of the partici- 
pating salesagents completed these questionnaires. This 
method of data collection was found to be effective. 
Data were generated through the use of the computer and 
several statistical programs. 

In general, the two major statistical tech- 
niques, the Kendall Rank-Order Correlation Coefficients 
and the Wilcoxon Matched-Pairs Signed-Ranks Test, were 
effective and complimentary in the analysis of daca 

The Kendall correlation analysis provided a 
single summary statistic describing the strength of 
association of two variables. It was chosen since the 
number of categories into which data could be grouped 
was limited to seven for most questions on the question- 
naire. Kendall's Tau values have been shown to be some- 


what more meaningful than other statistical techniques 


when the data are grouped into limited categories, where 
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there is the possibility of a large number of similar 
responses, and where value judgements beer On 

The Kendall coefficients were used to describe 
the association between the variables within each of the 
propositions. It was found that these variables 
related favourably, indicating that the variables were 
indeed measuring the particular proposition. Kendall 
coefficients were also used to measure the relationship 
between the variables and performance indicators. It 
was found that four of the propositions could be 
described as relating to sales performance as a result 
of the analysis. One proposition was found to have had 
no effect. 

The Wilcoxon Statistics were used to evaluate 
the changes in responses between the beginning and 
ending guestionnaires for the individual salesagents. 
There were thirteen paired samples, of which nine showed 
the training sessions had affected performance. Three 
samples showed the training had no effect and one sample 
contained insufficient data. The Wilcoxon Statistics 
provided an overview of the effects of the training 
sessions and verified the results obtained by the 
evaluation of the Kendall coefficients. 

The other statistical techniques used in this 
study were straightforward. There were computer pro- 


grams which provided a one way analysis of the data, 
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organized it into frequency distributions and provided 
numerous statistics such as the mean, median and mode 
for each case. The data which was gained from such 
analysis was summarized in the rexe of this report and 
will not be repeated here. It is important to note 
however, that these frequency distributions and compari- 
sons between the beginning and ending tests form an 
integral part of the research. As such they should be 
evaluated with the results of both the Wilcoxon Test and 
the Kendall Coefficients (Tau). 

The study was successful for three reasons. 
First, the relatively strong positive relationships 
between sales performance and the variables discussed 
became evident through the analysis. A clearer under- 
standing has been obtained regarding those factors which 
through training can be expected to influence sales 
performance. Second, evaluation of attitudes showed 
that real estate salesagents have a strong desire to con- 
tinue learning throughout their careers. Three, it has 
been shown that sales training can affect the attitudes 
and behaviour of sales personnel with respect to four of 
the five areas of discussion: Work Habits, Client 
Relations, Product Knowledge and Advertising Techniques. 

This study should provide the real estate indus- 
try with the necessary evidence required to initiate 


activity in the area of sales training programs. It 
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has shown that the use of the audio-video method of sales 
training can be a valuable aid to real estate sales managers 
in improving the attitudes, knowledge and productivity in 
sales forces. A specific area of need can be identified 

and a program of improvement can be concentrated in that 
area. It provides a starting point from which future 
research might be undertaken. 

Several areas of future study became evident during 
this research. An updating of the training films might 
produce interesting results. As well, a program which con- 
tained Canadian films might show changes in the results of 
the study. More specialized sessions which fulfilled a 
particular need could show exceptional results. Addition- 
ally, a study which compared and contrasted the above 
methods to the one used in this research would add much to 
the knowledge of training theory. 

The knowledge contributed by this study should 
be of valuable assistance to real estate firms in planning 
their sales training programs and ultimately improving 
their sales performance. As an evaluative instrument 
it has provided some information regarding the effective- 
ness of audio-video in-house sales training on real 


estate sales personnel. 
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FOOTNOTES 


is E : : 
Dow Chemicals, Imperial Oil, Block Brothers 


Industries and others. 

2 

J. C. Aspley, Aspley on Sales (Chicago: 
Dartnell Corporation, 1967)s 


32 
, Poalip Kotler, Marketing Management Analysis, 
Planning and Control (Englewood Cliffs: Prentice-Hall, 
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Warger multi-company group training sessions 
are generally offered by outside agencies. Examples are 
The Nightingale Public Speaking Courses, Dartnell 
Corporation Sales Courses, and Carnegie Sales Courses. 


one B. C. Real Estate Institute have a 
series of training films available. These films are 
experimental in nature. 


5 : : 
Conversations with representatives from several 
Edmonton real estate companies. 


OP! Micheal Maher, and Richard J. Long, Factors 


Affecting Performance of Real Estate Sales Organizations: 


Results from an Empirical Study (Edmonton: University 
Guan lbertay. 1973). 


i eae: : : ; 
This was revealed in conversations with managers 
from several real estate agencies in the Edmonton area. 


12Richard J. LOng, “A Study of Variables 
Strategic to Real Estate Organizations" (M.B.A. thesis, 
University of Alberta, 1973). 


13 ibid. 
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16 
Leng Op. cit, 


UEC) 
K. B. Hass, How to Develop Successful Salesmen 


(New York: McGraw-Hill, 1957). 


0 : 
Seminars, lectures, role playing and teaching 
machines are some of the other methods presently being 
used in sales training. 


"Conversations with representatives from several 
Edmonton real estate companies revealed that the audio- 
video system was the most effective for this type of 
training program. 


q a B. Huntsberger, Elements of Statistical 
Inference (Boston: Allyn and Bacon, Inc., 1967). 


230he five propositions are: Work Habits Affect 
Sales/Listings; Client Relations Affect Sales/Listings; 
Personal Image Affects Sales/Listings; Product Knowledge 
Affects Sales/Listings; and Advertising Techniques Affect 
Sales/Listings. 


Seer aney Siegel, Nonparametric Statistics for 


Behavioral Sciences (New York: McGraw-Hill, 1956). 


22) aversi Bros. Real Estate, sales manager, 
training manager, general manager; Melton Real Estate, 
area manager, branch manager; Royal Trust Real Estate, 
branch manager, district manager; Weber Brothers Real 
Estate, branch manager. 


Cech of the major propositions was analysed 
separately and in two parts. Thus, each proposition 
generated results for its effect on both listings and 
sales. The hypotheses were restated as propositions for 
purposes of research and analysis. See footnote 23 for 
Listing. 


"Siegel, eye, tebhiec 


aay an 


297.0ng, Op Cute 


Ue J. Reichmann, Use and Abuse of Statistics 
(Middlesex: Penguin Books Ltd., 1959). 


peeled #1 ave i 
piled “vias og 


Eszaves mot Penrod riensar gar cot eR 
ot bias Si2 SaRt betegys ak OD BA 
te amet “fad Bie, res sents | ) “ 


etataua .4 pile 
aa i on aA we ek tLA (103208). 8 ae 


JOHTS etidyl Neoe , ith; Mots Leeqerg evit edt ao ES b 
Steck Feros nis ooe eqligntad jueilo ae 


Re La Ree 7 ay 


sbeene ssi coke tinet dated Aa0f 


\oaas non ee oa esc Laveltep .Repemen painless om 


sre ste on 7 wae a S9508m a 6" 
pes _ Zz a 
* fomsad | Fee 


349 -go prot™* | ay 


a we 
i 


141 


31 ' 
Norman H. Nie; Dale H. Bent; and C. Hadlai Hull, 
Statistical Package for the Social Sciences (New York: 
McGraw-Hill, P 


3 2QESG* , 
Division of Educational Research Services, 
Program Documentation 360/67 (Edmonton: University of 
Alberta, : 
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SALESAGENTS GENERAL QUESTIONNAIRE 


This questionnaire has been designed to assist ina 
study of the effects of in-house sales training programs on Real 
Estate sales people. The study is being carried out by the Univer- 
sity of Alberta Faculty of Business Administration and Commerce in 
conjunction with the Alberta Real Estate Association. The manage- 
ment of this firm has given us full cooperation on this project. 

Since the findings of this study will be used both by 
the Real Estate industry and for a Master's thesis at the University 
of Alberta, it is important that you answer all of the questions to 
the best of your ability. All of your responses will be coded and 
grouped with other respondents data so that the identity of an indi- 
vidual will not be revealed. In no cases will the management of 
a cooperating firm have access to your questionnaire. 

INSTRUCTIONS: This questionnaire consists of two basic 
types of questions. For the questions with a blank space at the 
end of the question merely fill in the blank with your responses. 
For the rest of the questions, circle the number which you feel most 
closely reflects your opinion. Most of the scales are designed 
to make you choose between answers. Please pick the answer you feel 
is best. The explanations at the top of each scale are merely a 
guide to help you make an appropriate selection. 


THANK YOU VERY MUCH FOR YOUR HELP. 


James Mitchelson 
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1. 


26 


36 


Te 


8. 


9. 


10. 


11. 


How long have you worked in the Real Estate industry? 


1-3 3-6 6-12 1-2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 i 


SE a SR Ee ene See 
How long have you been with your present employer? 


1-3 3=6 6-12 1-2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 7 


LL ee ee a SS Ss SSE SSE 
How long have you been at this branch? 


1-3 3-6 6-12 1-2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 7 


a a a STS a ENE 
Approximate earnings from selling Real Estate 


1972 1973 1974 
Please report approximately any other income you had for these years 
1972 USS) 1974 
What percentage of the following kinds of Real Estate did you sell 
in 1974? 

ae new residential % 

b. old residential % 

ec, commercial % 

d. industrial % 

e, other (specify) % 

total 100% 


How do you spend your time:each week? 
a. total hours on the job 
b. administrative work 
ec. Obtaining listings 
d. selling 


How much time does it normally take you to close a listing 
contract? 


How much time does it normally take you to close a Real Estate 
sale? 


Do you normally follow the same work routine each week? 


always usually occasionally seldom never 
1 2 2 4 5 6 7T 
How far ahead do you plan your work? 
a few aday at several aweek two weeks more than 
hours a time days ahead ahead monthly a month 
1 2 3 4 iS) 6 it 
How do you make your first contacts for sales and listings? 
in person mostly both ways mostly by telephone 
only in_ person equally telephone only 


1 2 3 4 5 6 u 
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13. 
14. 
15. 


16. 


17. 


18. 


19. 


20. 


21. 


22. 


23. 


How many personal contacts do you normally make each day? 
How many telephone contacts do you normally make each day? 
When are you willing to see customers? 
7 days 7 days week days week four three less than 
a week and and days or days or days or 3 days or 
24 hrs evenings evenings evenings evenings evenings evenings 
1 2 3 4 5 6 if 
How important is it to obtain realistically priced listings (near 
the market value)? 
extremely not completely 
important important uncertain important unimportant 
1 2 3 4 5 6 T 


SE PSS RS SR AE SESS ET PEE SS FEES SSP SESS SEE SR A ASE SA SE SE EST 


How important is it to obtain offers near the listed price? 
extremely not completely 
important important uncertain important unimportant 
1 2 3 4 5 6 af 
Do you provide extra services, gifts or follow up to buyers? 
always usually occasionally not usually never 
1 2 3 4 5 6 "i 


If you do provide "extras" please specify 


In general, what do you think of the company you work for? 

excellent better than average worse than bad 

company average company average company 
1 2 3 4 5 6 t 

What do you think of the Real Estate industry as a whole? 

excellent better than average worse than bad 

industry average industry average industry 
1 2 5) 4 5 6 %6 

What do you think of other Real Estate salespeople? 

all very most are have no most are all are 

competent competent opinion incompetent incompetent 

professionals professionals unprofessional unprofessional 
1 2 i) 4 2) 6 7 

Do you enjoy selling Real Estate? 

very not dislike 

much some uncertain very much intensely 
1 2 3 4 5 6 7 


————————_______ el 
How do you think the typical Real Estate salesperson feels about 


his work? 
most like some most don't most hate 


it very much like it uncertain like it their work 


1 2 B 4 5 6 7 
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24. 
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26. 


27. 


28. 


29. 


30. 


31. 


Do you want to make a career of selling Real Estate? 

definitely definitely 

yes possibly uncertain not likely not 
1 2 3 4 5 6 7 


To what extent do you feel a Real Estate salespersons appearance 

affects his performance? 

large not not 

extent somewhat uncertain very much at all 
1 2 3 4 5 6 ; 

How much do you know about the legal aspects of Real Estate? 

most some not nothing 

everything aspects aspects very much _ at all 
1 2 5) 4 5 6 tf 

Are your sales concentrated in one or more geographic areas 

(neighborhoods)? 

all sales most sales some sales few sales none 

concentrated concentrated concentrated concentrated concentrated 
1 2 3 4 5) 6 tf 

Do you normally inspect a property before you show it? 

always usually occasionally seldom never 
1 2 3 4 s) 6 if 

Do you inspect the neighborhood before showing a property? 

always usually occasionally seldom never 
1 2 3 4 5 6 | 

To what extent do you normally use M.L.S. and your companies 

listing service? 

almost mostly both about mostly own almost all 

all M.L.S. Pieters equally company own company 
1 2 3 4 6) 6 7 

How useful are these items to you in obtaining listings? 

extremely some little of no 
useful use use value 

referals 1 2 3 4 5 6 7 

by owner ads 1 vo 3 4 5 6 ff 

signs 1 2 3 4 5 6 7 

open house 1 2 3 4 5 6 of 

cold calls 1 2 b) 4 ) 6 u 

mailers 1 2 3 4 5 6 7 


radio/T.V. 1 2 3 4 5 6 7 
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326 


336 


346 


356 


36. 


37 


38.6 


39.6 


How useful are these items to you in selling property? 


extremely some little of no 

useful use use value 
referals 1 2 3 4 5 6 T 
by owner ads Mis... 0 upon 
signs af ee ee i. SMaTTeO Ee 
open house es. ho ee 
cold calls 1 2 3 4 5 6 7 
mailers 1 2 3) 4 5 6 44 
radio/T.V. 1 2 3 4 5 6 i, 


What is the present level of sales training in this company not 
including the licensing course? 


extremely typical of extremely 
high very high RE, firms very low low 
1 2 D 4 5 6 T 


What is the present level of sales training in the industry as 
a whole? 


extremely typical of all extremely 
high very high industries very low low 

1 2 3 4 5 6 7 
How much sales training do you think is needed to sell Real Fstate? 
great more than present less than great 
deal more at_ present amount at_ present deal less 

1 2 3 4 5 6 7 


How much sales training do you recieve now? 


Your name 
Age Oden. Sex meee o 
Married Single Other 


Number of dependants 


Your Education: 


grade some complete some complete 
nine high high technical tech. some complete 
or less school school school school college college 
1 2 3 4 5 6 Kf 


Please make any additional comments on sales training in general, 
on this questionnaire, or notes to explain a specific answer to 
a question, Please use the backs of the pages if you need more 
room for your comments. 
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MANAGERS GENERAL QUESTIONNAIRE 


This questionnaire has been designed to assist ina 
study of the effects of in-house sales training programs on Real 
Estate sales people. The study is being carried out by the Univer- 
Sity of Alberta Faculty of Business Administration and Commerce in 
conjunction with the Alberta Real Estate Association. The manage- 
ment of this firm has given us full cooperation on this project. 

Since the findings of this study will be used both by 
the Real Estate industry and for a Master's thesis at the University 
of Alberta, it is important that you answer all of the questions to 
the best of your ability. All of your responses will be coded and 
grouped with other respondents data so that the identity of an indi- 
vidual will not be revealed. In no cases will the management of 
a cooperating firm have access to your questionnaire. 

INSTRUCTIONS: This questionnaire consists of two basic 
types of questions. For the questions with a blank space at the 
end of the question merely fill in the blank with your responses. 
For the rest of the questions, circle the number which you feel most 
closely reflects your opinion. Most of the scales are designed 
to make you choose between answers. Please pick the answer you feel 
is best. The explanations at the top of each scale are merely a 
guide to help you make an appropriate selection. 


THANK YOU VERY MUCH FOR YOUR HELP. 


James Mitchelson 
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8. 


9. 


10. 


11. 


12. 


13. 


14. 


How long have you worked in the Real Estate industry? 


1-3 3-6 6-12 1-2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 7 


LL A a NS i SSO SST 


How long have you been with your present employer? 


1-3 3-6 6-12 1=2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 7 
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How long have you been at this branch? 


1-3 3=-6 6-12 1-2 2-5 5-10 10+ 
mos mos mos yrs yrs yrs yrs 
1 2 3 4 5 6 / 


How many salespeople do you have working for you? 
What proportion of your branch salesforce is full time? % 


Approximately how much Real Estate is sold through this office? 


total sales gross commissions 
1972 
1973 
1974 
Do you encourage your salespeople to plan their work ahead? 
always usually occasionally seldom never 
1 2 3 4 3) 6 L 


How many hours per week do your salespeople spend in training 
courses not including the licensing course? 


How do you normally spend your time? 
a. selling on your own % 
b. assisting salespeople % 
c. administative duties % 
d,. training salespeople % 
e. other (specify) 
% 


total 100% 


How many hours per week do you normally spend on the job? 


How many hours per week do you normally spend doing administrative 


and paper work? 


To what extent do you follow a work routine? 


always usually occasionally seldom never 
1 2 B 4 5 6 T 

To what extent does your salesforce follow a work routine? 

always usually occasionally seldom never 
1 2 %] 4 5 6 7 
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What are the hours for your branch office? 
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15.6 


16. 


17. 


18. 


19. 


20. 


21. 


eee 


23.6 


24. 


How far ahead do you plan your work? 


afew a day at several weekly two more than 
hours a_time days plan weeks monthly _a _ month 
1 2 3) 4 2 6 7 


What do you think of the sales training given by your company in 
comparison to other Real Istate firms? 


extremely better worse extremely 
good than most uncertain than most bad 

1 fe es 4 5 6 i, 
What do you think of the sales training in the industry as a whole? 
extremely better worse extremely 
good than most uncertain than most bad 

ir. § 2 3 4 5) 6 rj 


Are there any weak points in your firms sales training programs? 


Are there any weak points in the industries sales training programs? 


How would you rate your branch salespeople on general performance 
compared with salespeople from other firms? 


all very most are have no most are all are 

competent competent opinion incompetent incompetent 

professionals professionals unprofessional unprofessional 
1 2 3 4 5 6 ff 


How would you rate Real Estate salespeople in the industry as a 
whole? 


all very most are have no most are all are 
competent competent opinion incompetent incompetent 
professionals professionals unprofessional unprofessional 
1 2 3 4 3 6 ff 
To what extent does a salespersons appearance affect his sales 
performance? 
large hardly not 
extent gome uncertain at all at all 
1 2 3 4 S) 6 7 
en EE EE LS 


To what extent do you insist upon the listing of properties near 
the market value? 


always usually occasionally seldom never 


To what extent do you insist upon your salespeople getting offers 
near the listed price? 


always usually occasionally seldom never 
1 2 3 4 5 6 7 
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25. Are the sales from your branch generally concentrated in one or 
a few geographic areas? (neighborhoods) 


all sales most sales some sales few sales none 
concentrated concentrated concentrated concentrated concentrated 
1 2 3 4 5 6 7 
26. Do you think most of your Real Estate salespeople like their work? 
all like most most all 
it like it uncertain dislike it dislike it 
1 2 3 4 3) 6 7 
27. To what extent does your company provide help in advertising? 
large hardly not 
extent some uncertain at all Bee ella 
‘ts 2 3 4. 5 6 7 
28. How useful are these items in obtaining listings? 
extremely some little of no 
useful use use value 
referals 1 2 3 4 5 6 ff 
by owner ads 1 2 3 4 5 6 th 
signs 1 2 3 4 5 6 i 
open house 1 2 3 4 5 6 tf 
cold calls 1 2 3 4 5 6 ff 
mailers 1 2 5 4 5 6 "/ 
radio/T.V. 1 2 53 4 5 6 7 
29. How useful are these items in selling property? 
extremely some little of no 
useful use use value 
referals 1 2 3 4 5 6 vt 
by owner ads 1 2 w) 4 5 6 oT 
signs 1 2 3 4 5 6 i 
open house 1 2 3 4 5 6 7 
cold calls 1 2 3 4 é 6 +4 
mailers 1 2 3 4 5 6 7 
radio/T.V. 1 2 5 4 5 6 " 


30. To what extent does your company encourage salespeople to take 
sales training courses? 


large hardly not 
extent some uncertain at all at all 
1 2 3 4 5 6 7 
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31. 


326 


33.6 


Your name 
Age eet Sex ae 
Married Single Other 


Number of Dependants 


Your Education: 


grade some complete some complete 
nine high high technical tech. some complete 
or less __school school school school college ly college 
1 2 3 4 5 6 rT 


Please make any additional comments on sales training in general, 
on this questionnaire, or notes to explain a specific answer to 
a question. Please use the backs of the pages if you need more 
room for your comments. 
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SALESAGENTS FILM QUESTIONNAIRE 


This questionnaire has been designed to assist ina 
study of the effects of in-house sales training programs on Real 
Estate sales people. The study is being carried out by the Univer- 
sity of Alberta Faculty of Business Administration and Commerce in 
conjunction with the Alberta Real Estate Association. The manage- 
ment of this firm has given us full cooperation on this project. 

Since the findings of this study will be used both by 
the Real Estate industry and for a Master's thesis at the University 
of Alberta, it is important that you answer all of the questions to 
the best of your ability. All of your responses will be coded and 
grouped with other respondents data so that the identity of an indi- 
vidual will not be revealed. In no cases will the management of 
a cooperating firm have access to your questionnaire. 

INSTRUCTIONS: This questionnaire consists of two basic 
types of questions. For the questions with a blank space at the 
end of the question merely fill in the blank with your responses. 
For the rest of the questions, circle the number which you feel most 
closely reflects your opinion. Most of the scales are designed 
to make you choose between answers. Please pick the answer you feel 
is best. The explanations at the top of each scale are merely a 
guide to help you make an appropriate selection. 


THANK YOU VERY MUCH FOR YOUR HELP. 


James Mitchelson 
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1. How many times have you seen this film before today? 


2. Would there be any benefit in seeing it again? (circle one number) 


definitely definitely 
yes possibly uncertain not likely not 
5 4 2 3 4 5 6 tf 
SL SS SS Sa A SS SSS SS A SN A SS TESS A SS STROSS 
3e How much time should elapse between showings? 
one two 3—4 one 2-3 one 
day days days week weeks month longer 
1 2 3 4 5 6 7 


4. Was there anything in this film that might help increase your 
overall performance? 


definitely definitely 
yes possibly uncertain not likely not 
1 2 3 4 5 6 4 


5. Have any of the previous films actually increased the number 
of listings you have obtained? 


definitely definitely 
yes possibly uncertain not likely not 
1 2 a ae) 4 5 6 {i 


6. Have any of the previous discussions actually increased the number 
of listings you have obtained? 


definitely definitely 
yes possibly uncertain not likely yes 
: | 2 3 4 3) 6 ti 
7e Have any of the previous films actually increased your sales? 
definitely definitely 
yes possibly uncertain not likely yes 
1 2 5) & 5 6 tf 
8. Have any of the previous discussions actually increased your sales? 
definitely definitely 
yes possibly uncertain not likely not 
1 rd %] 4 Yi) 6 7 
9. Who would benefit most from seeing this film? 
new more new both new more established 
salespeople than and established salespeople 
only established established than new only 
1 4 ‘s] 4 5 6 7 
10. In general, what did you think of this film? 
excelient very 
film good uncertain poor poor 
4 2 S) 4 5 6 7 


141. When is the best time of day to show a film of this nature? 
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12. 


13. 


14. 


15. 


16. 


17. 


18. 


Please evaluate the length of this film: 


much much 
too long too long about right too short too short 
1 2 3 4 5 6 7 


Is there a need for a discussion period after this film? 


absolutely absolutely 
yes possibly uncertain not likely not 
1 iz » 4 3 6 7 
How important are the following items to the Real Estate salesperson? 
extremely some little not 
important importance importance important 
obtaining listings 1 2 5 4 5 6 tq 
sales aids 1 2 3 4 5 6 as 
advertising 1 2 3 4 5 6 ts 
legal knowledge 1 2 3 4 5 6 7 
product knowledge 1 2 3 4 5 6 a 


How well does this film cover these items? 


extremely fairly not at 

well well poorly all 
obtaining listings 1 2 3 4 5 6 7 
sales aids 1 2 3 4 D 6 7 
advertising 1 2 3 4 5 6 ty 
legal knowledge 1 2 3 4 5 6 7 
product knowledge 1 2 } 4 5 6 ff 


How often do you feel the following items should be reviewed? 
each 2-3 3-4 each 2-3 half each 
week weeks weeks month mos yearly year 


obtaining listings 1 2 3 4 5 6 if 
sales aids 1 2 3 4 5 6 i 
advertising 1 2 B) 4 5 6 7 
legal knowledge 1 2 3 4 5 6 "f 
product knowledge 1 2 3 4 5 6 {i 


Please add any additional comments about the good and bad points 
of the film and the presentation. Your general comments will be 
very helpful. Please use the backs of the pages if you need 
additional room, 


Your name 
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MANAGERS FILM QUESTIONNAIRE 


This questionnaire has been designed to assist in a 
study of the effects of in-house sales training programs on Real 
Estate sales people. The study is being carried out by the Univer- 
sity of Alberta Faculty of Business Administration and Commerce in 
conjunction with the Alberta Real Estate Association. The manage- 
ment of this firm has given us full cooperation on this project. 

Since the findings of this study will be used both by 
the Real Estate industry and for a Master's thesis at the University 
of Alberta, it is important that you answer all of the questions to 
the best of your ability. All of your responses will be coded and 
grouped with other respondents data so that the identity of an indi- 
vidual will not be revealed. In no cases will the management of 
a cooperating firm have access to your questionnaire. 

INSTRUCTIONS: This questionnaire consists of two basic 
types of questions. For the questions with a blank space at the 
end of the question merely fill in the blank with your responses. 
For the rest of the questions, circle the number which you feel most 
closely reflects your opinion. Most of the scales are designed 
to make you choose between answers. Please pick the answer you feel 
is best. The explanations at the top of each scale are merely a 
guide to help you make an appropriate selection. 


THANK YOU VERY MUCH FOR YOUR HELP. 


James Mitchelson 
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1. How many times have you seen this film before today? 


2. Would there be any benefit in seeing it again? (circle one number) 
definitely definitely 


yes possibly uncertain not likely not 


; 1 2 3 4 5 6 T 
SS a ee a SN DE SS ESAT SSS RSS “AER SM SEES) 
3. How much time should elapse between showings? 


one two J=4 one 2=5 one 
day days days week weeks month longer 
1 2 3 4 5 6 7 


4. Was there anything in this film that might help increase your 
overall performance? 


definitely definitely 
yes possibly uncertain not likely not 
1 2 3} 4 5 6 7 


5. Have any of the previous films actually increased the number 
of listings you have obtained? 


definitely definitely 
yes possibly uncertain not likely not 
1 2 3 4 5 6 i 


6. Have any of the previous discussions actually increased the number 
of listings you have obtained? 


definitely definitely 
yes possibly uncertain not likely yes 
1 2 3 4 5 6 tf 
7. Have any of the previous films actually increased your sales? 
definitely definitely 
yes possibly uncertain not likely yes 
1 2 3 4 5 6 tl 
8. Have any of the previous discussions actually increased your sales? 
definitely definitely 
yes possibly uncertain not likely not 
1 ic 3 4 3) 6 7 
9. Who would benefit most from seeing this film? 
new more new both new more established 
salespeople than and established salespeople 
only established established than new only 
1 2 3 4 5 6 rf 


rr ES SE 
10. In general, what did you think of this film? 


excellent very 
film good uncertain poor poor 
1 2 2 4 5 6 7 


41. When is the best time of day to show a film of this nature? 
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12. 


13. 


14. 


15.6 


16. 


17. 


18. 


Please evaluate the length of this film: 


much much 
too long too long about right too short too short 
1 2 3 4 5 6 7 
Is there a need for a discussion period after this film? 
absolutely absolutely 
yes possibly uncertain not likely not 
1 2 i) 4 5) 6 T 
How important are the following items to the Real Estate salesperson? 
extremely some little not 
important importance importance important 
obtaining listings 1 2 3 4 5 6 7 
sales aids 1 2 3 4 5 6 tf 
advertising 1 2 3 4 5 6 { 
legal knowledge 1 2 3 4 5 6 td 
product knowledge 1 2 3 4 5 6 7 


How well does this film cover these items? 


extremely fairly not at 
well well poorly all 
obtaining listings 1 2 3 4 5 6 t/ 
sales aids 1 2 3} 4 5 6 7 
advertising 1 2 3 4 5 6 ff 
legal knowledge 1 2 3 4 5 6 7 
product knowledge 1 2 3 4 5 6 1 


How often do you feel the following items should be reviewed? 


each 2=35 3mu4 each 2-3 half each 
week weeks weeks month mos yearly year 


obtaining listings 1 2 5 4 5 6 iff 
sales aids 1 2 3 4 5 6 | 
advertising 1 2 3 4 5 6 rT 
legal knowledge 1 2 3 4 5 6 7 
product knowledge 1 2 3 4 5 6 7 


Please add any additional comments about the good and bad points 
of the film and the presentation. Your general comments will be 
very helpful. Please use the backs of the pages if you need 
additional room, 


Your name 
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DATA CARD FORMATS 
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EXHIB Tee 


SALESAGENTS GENERAL QUESTIONNAIRE INPUT FORMAT 


Sarde ia (las mor. 00 230 or Opmo er ..0 7 9/5 


Cards2) lax 2h.2 07 33h Oger 220 Or LE. 0 


EXHIBIT 2 


MANAGERS GENERAL QUESTIONNAIRE INPUT FORMAT 


Caccmive(l4x 2 3F 10, oliss0 tbl Ol mre 3078 OFS. Oye ot 2.0 5er 


Cardy2 14x, 2881 .0,. b2e0, or 40) 


BXAHIBIT 3 


SALESAGENTS FILM QUESTIONNAIRE INPUT FORMAT 


Cardml Gl4ax, 23.1210) 


EXHIBIT 4 


MANAGERS FILM QUESTIONNAIRE INPUT FORMAT 


Caran eGlax7 ezer.0) 
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4162111142182123117777712321 
3362243421145111114 344411111 
027333334 3143111112527145562 
0171441142133111111111145551 
416141974110119191711177 144444 
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DATA LISTING 


1110000000060901101900000000001000000661246080004235 
BUD O22 1 241513 Wl 1314544348 4120140048 
11100000000000000000000008000000002001002040402012 34 
POZO eA 21) 11459191171333 15 14 59924207110013 
444000000 1500000000000001000000000000100801010000476 
0000 312211412124446 716627661744 76 336232210043 
4440000 001500000000 000001000000000000100801010000416 
0000 312215512124446712627361744763262 32210043 
11100000000000000000000000000000000000000000323 
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111000000000000000000000000000000000000000001 23 
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APPENDIX 6 


WILCOXON COEFFICIENTS FOR PROPOSITIONS 
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io. liallidk ae 


WORK HABITS AFFECT LISTINGS/SALES 


Pair Number T N H (at 5%) 
af 4.0 6 accept 
2 OF0 0 ‘gl 
5 260 2 v3 
4 10 5 x 
5 07-0 6 reject 
6 2D é * 

7 O70 9 reject 
8 5h.0 4 ~ 

9 Pore 7 accept 
10 135.0 wy) accept 
akas O%0 5 ‘3 
i eed 7 accept 
13 TIS 7 accept 


* N too small for significant results 


EXHIBIT 2 


CLIENT RELATIONS AFFECT LISTINGS/SALES 


Pair Number ay N Hy (at 5%) 
I. 4.0 5 * 
2 0.0 0 a 
3 ZO 6 accept 
4 2rd 5 “ 
5 0.0 3 * 
6 2100 4 * 
t On0 4 * 
38 OO 3 * 
9 8.0 6 accept 
10 0.0 & * 
inal 4.0 5 * 
2 250 3 * 
Les Sie. 6 accept 


* N too small for significant results 
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EXHIBIT 3 


PERSONAL IMAGE AFFECTS LISTINGS/SALES 
Sr 


Pair Number aw N He (at 5%) 
1 0.0 0 * 
2 Be0 2 * 
3 2.0 3 * 
4 24.0 4 * 
5 0.0 0 * 
6 0.0 2 * 
7 O20 il * 
8 OO 4 * 
9 0.0 3 * 

LO 0.0 a8 * 
ikal 0.0 1 * 
1G 0.0 1 7 
uke) 0.0 3 os 


* N too small for significant results 


EXHIBIT 4 


PRODUCT KNOWLEDGE AFFECTS LISTINGS/SALES 


Pair Number ue N li (at 5%) 

ih 0.0 4 * 

2 0.0 0 * 

3 Leo 5 * 

4 6.0 1 accept 
5 Aes) 5 * 

6 0.0 3 * 

7 0 2 * 

8 4.0 4 * 

9 5 0 a) * 
10 Zi 3 * 
Abah 0.0 0 * 
2 07 0 0 * 
a3 4.0 4 * 


* WN too small) for Significant resul¢es 
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EXHIBIT 


ADVERTISING TECHNIQUES AFFECT LISTING/SALES 


Pair Number a N Hy (at 5%) 
1 Shins 6 accept 
2 0.0 2 2 
3 0.0 9 reject 
4 0.0 8 reject 
5 P20 9 accept 
6 0.0 0 a 
i] 42.0 eZ accept 
8 8.0 ») accept 
9 Bh ld) 10 reject 

10 3.0 y reject 
aL 3.0 6 accept 
12 18.0 Veal accept 
iS} 2i2ie) 10 accept 
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